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Winter Brings Problems for Public—and Oil Marketers 
| ae 


*Qutlook for 
Heating Oil Supplies 
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Who's to Blame 
If Dealers 
Don't Sell? 
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HEATING OIL DELIVERIES 


* 
BRODIE BiRotor METERS MEET 
YOUR EXACTING TANK TRUCK REQUIREMENTS 


COMPACT—require minimum space. 
Permit versatile piping arrangement. 


HIGH CAPACITY—delivery by pump or gravity. 
WEIGHT SAVING—allows maximum pay load. 


UNINTERRUPTED SERVICE— requiring less maintenance, less 
down-time. 


From start to finish Brodie BiRotor Meters are ‘“‘made to 


measure”’ in every detail of design, construction and installed 
performance. 


Investigate fully today. Write for complete information. 


Bropie 


RALPH N. BRODIE CO., INC. . ALVARADO & WEST 137th AVE., SAN LEANDRO, CALIFORNIA, U.S. A. 
Division Offices: 550 SO. COLUMBUS AVE., MT. VERNON, N.Y. + 59 E. VAN BUREN, CHICAGO 5, ILL. + 167 PARKHOUSE STREET, DALLAS, TEXAS 
221 9th AVE. N., SEATTLE 9, WASH. + 5401 E. SHEILA STREET, LOS ANGELES 22, CALIF. » REPRESENTATIVES AND STOCKS IN ALL PRINCIPAL CITIES 





Precision metal parts can lose 
some of their precision as a result 
of an ordinary fingerprint. The 
moisture and acid corrode the pol- 
ished surface, interfere with 
smooth operation. 


Gulf’s new fingerprint remover 
eliminates this cause of lost accura- 
cy in precision-built mechanisms. 

Called Gulf No-Rust FPR, it 
displaces fingerprint moisture on 
metal, neutralizes perspiration 


OCTOBER 1, 195¢ 


acid, and lays down a temporary 
rust-preventive film. 


It helps safeguard such preci- 
sion parts as ball bearings and 
gears for aircraft instruments, for 
example. 


Gulf No-Rust FPR is typical of 
the many new and improved prod- 
ucts developed by Gulf’s modern 
research program to help industry 
step up production and reduce 
cost. This kind of leadership is an 


important factor in the industry- 
wide recognition of quality in Gulf 
products and dependability in 
Gulf service. 


Gulf Oil Corporation e Gulf Refining Company 
Pittaburgh 30, Pa. 
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Bottom Outlet Type 


No. 387 F 


n : Top outlet type 
Is your product absolutely clean, cage, perfect for 


your pump and loading valve protected m4 q . eee. 
against scale, grit, dirt and other foreign ; . s pes f drilled 
materials? , m and faced. Cap 


. z st can be seal wired 
Be sure! Use OPW Line Strainers for a contamination to prevent 


free product. Tight fit of cage and screen assures all tampering. 

product passing through strainer. Screen areas are many 

times pipe size for full flow. The simplicity of screen removal, 
cleaning and replacing, facilitates regular, periodic checkup in the No. 487 F 
shortest possible time. Top Gitta: tens 
Choose your size, type and mesh! 125-pound standard or 200-pound zo0 peene 


* Ps ~ flanged, drilled 
high pressure types. Bottom or top outlet cage, reinforced for sturdiness ead faced on 
and precision-fit. Screwed or flanged end. Flanges, bolts and gaskets nd gg we 
to suit. Strainer meshes from 14 to 300. ay . 
Contact your Oil Equipment Jobber. 
If jobber cannot supply you, il coupon. 





OPW CORPORATION 


2735 Colerain Ave. Cincinnati 25, Ohio 


Please furnish further information on OPW 
Line Strainers. 


x 


CORPORATION Pesta 


Company. 
VALVES @ FITTINGS @ ASSEMBLIES 
§ om Address 
for handling hazardous liquids i 
2735 COLERAIN AVE City 
CINCINNATI! 25, OHIO 
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LOVE 
THAT 
PUROLATOR! 


Dealers’ eyes everywhere reflect the good old 
gleam that’s in Bert’s. And no wonder! Purolator 
oil filters are the fastest moving accessory in the 
TBA industry. 


Here are the facts: 





1. According to a recent survey—9 out of 10 motorists 
buy a refill when the dealer shows them a dirt-clogged 
filter, explains the harm dirt can do to an engine. 


Most of these motorists buy a Purolator* Micronic when 
they’re told how Purolator element removes harmful ab- 
rasives ... filters more dirt faster ... leaves additives in. 

Actually, every car on the road needs an oil filter; 

and every car with a filter (any make) needs, and can 

be sold, 2—or more Purolator Micronic* refills a 

year plus an extra quart of oil with every change. 


Yes, it’s today’s No.1 accessory proposition and 
Purolator would like to talk to every oil jobber— 
about it—Now—before Fall Oil-Change is over. 
Write, wire or phone for details. 


REMEMBER—first, last, and always... 
Purolators are No. 1—with everyone! 
No. 1 in the way they’re built! 

No. 1 in the way they’re advertised— 

in national magazines—at point-of-sale. 


PUROLATOR PRODUCTS, INC. 
Rahway, New Jersey, and Toronto, Ontario, Canada 


*Reg. U. S. Pat. Off. 


lator Z¢2. 


( ENGINEERED FOR EVERY MAKE OF CAR ) 





RICHFIELD CLICKS AGAIN! 


Follows up Spring Success on 
RICHFIELD £07 GASOLINE with Big 
New Fall-Winter Drive 


Last Spring, Richfield launched a sensational 
newspaper ad campaign on Richfield 101 Gaso- 
line—the gasoline enriched with over 101 differ- 
ent hydrocarbons for Top Mileage. Now, a 
brand new “101” series, with a special seasonal 
twist, is appearing in hundreds of newspapers 
throughout Richfield territory to keep sales 
climbing this Fall and Winter. 


Richfield offers Independent Distributors “big 
company” support including aggressive adver- 
tising and skilled marketing assistance. Yet, you 
retain your freedom as an independent business- 
man. If you are an Independent Marketer in an 
eastern state, get the facts on a Richfield fran- 
chise. Phone or write us today. 

Aggressive Advertising Supports Richfield Distribetors 


RICHFIELD 


OIL CORPORATION OF NEW YORK 


542 FIFTH AVENUE, NEW YORK 36, N. Y. 


Serving the Eastern Seaboard from Maine through the Carolinas 
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AHEAD OF THE NEWS 





PERCENTAGE MARGIN INTEREST—The proposal 
that jobber margins be determined on a percentage of 
sales basis rather than the present unit, or per-gallon 
method, is receiving renewed and widespread interest 
“among jobbers, particularly in the Midwest. J. A. 
Dennis, secretary of the Iowa Independent Oil Jobbers 
Assn., sought three or four years ago to bring about 
industry-wide adoption of the percentage margin, but 
without success. After lying dormant since then, 
it came up for discussion at last summer’s meeting of 
the National Oil Jobbers Council in Traverse City, 
Mich., and a committee was named to study the mat- 
ter. Interest was further aroused at last month’s con- 
vention of the Michigan Petroleum Assn. when George 
Begick, a Lansing jobber, argued that a percentage 
margin would have enabled jobbers to keep pace with 
the rising costs of doing business during the past sev- 
eral years. This is not to indicate that jobbers in 
force are demanding an immediate change in the 
method of establishing margins. But it is certain 
that jobbers desire to obtain all the information pos- 
sible on the percentage of sales plan and that it will 
come up for considerable discussion at next Novem- 
ber’s meeting of NOJC in Chicago. 


HIDDEN PAYROLL COSTS—U. S. Department of 
Commerce’s recent analysis of “fringe benefits” to 
employes (see NPN Sept. 24, p. 11), has prompted one 
top oil executive to remark that the Commerce report 
doesn’t show the real seriousness of this problem as 
it applies to the oil industry. As an example, he 
cited the situation with his own company. He said 
that for every $2 per hour paid out in labor cost, 
the employe also received from the company fringe 
benefits amounting to $1.10 per hour. And, he said, 
indications are that even that probably will go up 
soon. 


FOREWARNED — Reports indicate that asphalt 
people in the oil industry are not too happy with the 
WASHO (Western Assn. of State Highway Officials) 
road test in Idaho. The reason is that asphalt people 
don’t think the asphalt mix being used in the WASHO 
test road is up to specifications for the job. Prelimi- 
nary data from the test road location indicate that 
the formula being used in laying the road may very 
well develop weak areas where slab pumping, wash- 
outs, etc., will occur, which will result in premature 
road breakdown. If these reports are accurate, then 
it appears that once again a straw man is being set 
up which can easily be knocked down to prove that 
trucks ruin our roads, and more important, it can 
be used by the powerful cement interests to prove 
that asphalt just can’t take it. 
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TOLL-ROAD-ITIS—It may seem fantastic, but it’s 
already happened. Toll road enthusiasts (especially 
the commissions themselves) have discovered that in- 
come from service facilities on toll roads is high. 
In fact, it’s so attractive that some of the more 
bureaucratic and socialistic minded members of these 
commissions have cast their eyes about for ways to 
cash in on even more similar ventures. And in one 
state it was proposed that shopping center areas be 
set up at points of ingress and egress along these 
toll roads. These areas would be operated by private 
enterprise (paying the commission a neat royalty, 
of course), but would be designed to draw trade from 
nearby towns and communities. The idea was short- 
lived, however, when the commission was told that 
once the commission began draining business from 
communities in this fashion, then the uprising against 
toll road commissions would be such that toll roads 
would die a quick and ignominious legislative death. 
The commission didn’t want to kill the golden goose. 
But there may come a commission which may decide 
to kill the golden goose to get all the eggs. 


LAMP PROMOTION—A special car dealer promotion 
to interest car owners in headlight testing is said to 
be about ready to go. It will be sponsored by several 
automobile manufacturers and will include point-of- 
sale display package. 


CAR DEALER LUBE PITCH—The manufacturer of 
one passenger car plans to make motor oil analysis 
available to customers of its car dealer shops. Motor 
oil analysis has been gaining growing acceptance 
among truck and fleet operators in recent years as 
a practical method of determining oil change intervals 
and engine condition. This car dealer plan will extend 
that service to the individual passenger car owner. 
Under the set-up a sample of oil will be taken from 
the crankcase and sent to an oil analysis lab for 
a report. When the report comes back, the car dealer 
shop will be able to tell the car owner: (1) if he 
needs to change oil more frequently or less frequently 
than he does now, (2) if there is evidence of exces- 
sive engine wear and what steps need to be taken 
to correct it, (3) whether or not the oil filter is 
working effectively, (4) whether the engine needs 
a purge, (5) whether an engine is sludged up, (6) 
whether the cooling system leaks, (7) whether the 
engine is gumming up, etc. Obviously, the car dealer 
shop sees this as a customer service which can lead to 
more: tune-up and repair Work and also increased 
motor oil sales. 





o\ AN \\ t 
SN SX WAN 


Need A Helping Hand? 


Cutting your way through a lot of knotty packaging problems is 


tough work, too, when you try to do it all alone. Let us help! 


Crown is a friendly outfit to do business with. Whatever your needs, you come first. Want 
advice about what style or size of can is best for your product? Want help on label design 
and lithography? Want technical aid? That’s what we're here for . . . as well as to fill your 
orders for cans with “on time” precision. Call us up . . . any time! 


CROWN’S COMPLETE LINE 
features such popular cans for the 


Oil Business as 5 Gal. Decorated 
Pails and Drums (with rigid, re- 
versible POR-RITE Spout), and 
standard 1 Qt., 5 Qt. and 2 


Gal. Cans. a ae 
Bes Division of 


One of America’s Largest Can Manufacturers CROWN CORK & SEAL COMPANY 


PHILADELPHIA. CHICAGO, ORLANDO, NEW YORK, BALTIMORE, ST. LOUIS, BOSTON 
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Look at all these other ° 


Ao, tune 


* Flatter, deeper cold rubber tread 
* Fluted shoulders for cooler running 
x Seven-rib serpentine tread design 
* Quieter and softer riding 

% More tread rubber on the road 


ROFITS! 


PENNSYLVANIA 
Aerdhite ©) 


ACTION 


The sky’s the limit on sales and profits when you 
spotlight this great new modern-design Pennsylvania 
Aerolux Tire. Featuring exclusive Flexomatic Action, 
the revolutionary built-in safety mileage factor, the 
Aerolux is the latest and greatest in a long line of 


y, nationally advertised, nationally accepted Pennsylvania 


Tires. Sign up with Pennsylvania now and let the new 
Aecrolux lead the way to faster sales and healthier profits. 


Pennsylvania Rubber Company, 
Mansfield, Ohio. 


Please send me full facts on the new Aerolux Tire 
featuring Flexomatic Action. 


NAME 





ADDRESS - 








Mansfield Wy, Ohio 
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EVERY FRAM SALE 
HAS A TWIN 


FRAM Boosts Your TBA Profits 
and Oil Sales, too—an Extra Quart 
with Every Cartridge Change 


Put Fram in your TBA Program for extra 
profits all around? Fram builds sound, steady 
business on its own. And Fram is a TBA 
stimulator because the famous Fram slogan, 
““How’s your oil filter?”’ gets dealers under the 
hood . . . gives them the chance to sell other 
important TBA items. Fram helps petroleum 
sales—an extra quart of oil with every oil and 
cartridge change. And most important of all, 
Fram Sells Best because . . . 


and heres. the PROOF! 


Actual Tests Prove FRAM Best 


In identical scientific laboratory tests 
Fram Cartridges removed more dirt, and 
removed it faster, than all other popular 
brands tested. The chart below shows 
the results at a glance! It’s positive proof 
that Fram Filters Best! 

This product superiority coupled with 
gigantic advertising and merchandising 


support makes Fram your most profit- 
able filter line for TBA sales. It’s known 
and used by 15,000,000 American 
motorists. 

Write, wire or phone for details on 
Fram’s complete TBA proposition. No 
obligation, naturally. 

FRAM CORPORATION, Providence 16, R. I. 
In Canada: J. C. Adams Co., Ltd., 
Toronto, Ontario. 
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Past Decisions by Courts Show DJ 
On Thin Ice in Oil ‘Cartel’ Case 


By Andrew R. Patla, Washington Editor 


Attorneys in 
both private and 
government practice have been heard 
to exclaim at various times it is prob- 
ably fortunate that federal grand jur- 
ies, such as that impanelled for the 
“oil cartel” investigation, never seem 
to be aware of the tremendous author- 
ity they possess. Otherwise they 
really might run “hog wild’”— to the 
discomfort of both the government 
prosecutors and the citizen or indus- 
try defendants. 

In actual practice, however, gov- 
ernment attorneys seem to have the 
habit of taking grand juries in tow 
immediately and calling the shots un- 
til the desired indictment is returned. 
Most juries probably are never told 
that they are empowered to act prac- 
tically independent of anybody. Their 
“inquisitorial” power is such that 
they can dispense with government 
“steerers” entirely and demand the 
appearance of just about any witness- 
es and evidence they have a mind to. 
Carried out, this could play more 
havoc with the nation than govern- 
ment-led panels, under some circum- 
stances. 

Generally, there is no such thing 
as a “fair” grand jury trial. In fact, 
the government often can secure in- 
dictments without even bringing the 
defendants before the jury. Most jur- 
ies seem willing to go along with 
the government’s wishes, apparently 
reasoning that an indictment is not 
a conviction and the parties ihfvolved 
always will have their say in court. 

The law books bring out some very 
interesting facts on grand jury op- 
erations—as limited by the Constitu- 
tion and spelled out by the courts. 
Let’s take a look at some of these 
things: 

First of all, what is this “immun- 
ity” against self-incrimination that 
the Constitution provides? Well, as 
applied strictly to an individual in 
criminal proceedings, it has been up- 
held by the courts. But where the in- 
dividual happens to be the agent or 
representative of a corporation under 
scrutiny, the story is different. The 
rights and immunities of individuals 
and corporations in antitrust investi- 
gations by grand juries were spelled 
out by the U. S. Supreme Court in 
several cases in 1906, which stand 
today as guides to Sherman Act pro- 
ceedings. 
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The court said specifically that the 
immunity statute “was not designed” 
to protect corporations of which the 
witness was an agent. The court held 
that, since Sherman Act conspiracies 
“can ordinarily be proved only by the 
testimony of parties thereto, in the 
person of their agents or employes, 
the (immunity) privilege claimed 
would practically nullify” the entire 
antitrust act. 

Then, on a plea that a subpoena de- 
mand for books and papers of a cor- 
poration was in violation of the 
Fourth Amendment of the Constitu- 
tion, the High Court ruled that “the 
search and seizure clause of the 
Fourth Amendment was not intended 
to interfere with the power of the 
courts to compel, through a subpoena 

. the production . . . of document- 
ary evidence.” At the same time, how- 
ever, the court warned against sub- 
poenas “far too sweeping” to consti- 
tute a “reasonable” search. 

On this same score, a Federal Ap- 
peals Court denied an application for 
a subpoena and ruled that “seeking 
the production of papers and docu- 
ments for the purpose of finding out 
whether or not they contain informa- 
tion valuable to the party demanding 
them has been aptly denominated ‘a 
fishing examination,’ is always re- 
garded as oppressive. . .” In another 
case, the Supreme Court held, in ef- 
fect, that any subpoena should speci- 
fy “a reasonable period of time and, 
with reasonable particularity, the sub- 
jects to which the documents called 
for relate. . .” 

One of the courts’ most significant 
rulings on riding herd on grand jur- 
ies evolved from an American Medical 
Assn. case in 1938. Here the defend- 
ants sought to “lift the veil of se- 
crecy” and secure a transcript of the 
proceedings and have the jury polled, 
charging there was misconduct by 
the government counsel and that ir- 
relevant evidence was introduced. 

First of all, the court held that the 
grand jury “secrecy” oath is a lasting 
obligation” and can be released only 
by a court acting in a given case. 
Then the court spelled out that mere 
suspicion of foul play is not enough 
to warrant court interference with a 
grand jury indictment. To grant such 
“vague and uncertain” motions, it 
was ruled, would “break down all 
legal checks against delay tactics. 





To Meet Your Needs... 


YOU'RE RIGHT WITH 
EVER-TITE 


EVER-TIT serviceability 
prevents leaks and spills; re- 
duces loading and delivery 
time 

aN 


- the world’s best 
quick coupling’’ makes your 
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means longer-lasting, trouble- 


EVER-TITES never 


» dependability 


free service 


fail or jam 


2 durability stands 


up under the toughest wear 
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GY Gu u 


l quality is main- 
tained by rigid control of 


construction specifications and 


sale hicialele 


AVAILABLE IN SIZES FOR 
EVERY NEED AT LEADING 
DISTRIBUTORS EVERYWHERE 


EVER-TITE 
COUPLING ¢€O. 
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SENSATIONAL NEW KIND OF ADVERTISING WILL 
BRING CUSTOMERS DIRECTLY TO YOUR DOOR! 


Get Extra Sales and Profits from 
Western Union Operator 25 .... It’s easy! 


Today, more than ever before, car owners need and want an accurate battery charge and 
condition test. AAA reports more than 10 million car breakdowns in 1951 were caused 
by battery failure. And now Willard Dealers can provide a quick, accurate test that car 
owners can understand. Over 73 million sales messages in Willard national advertising 
will feature this battery charge and condition test in a big way. And every single 
message will urge car owners to locate their Willard Dealer by Calling Western Union 
and asking for Operator 25. 


PUT WESTERN UNION OPERATOR 25 TC WORK FOR YOU! 
Willard Foots the Bill...Costs You Nothing 


@ Use this great new 
Willard service to help 


you sell more batteries 
and other under-the- 
hood products and serv- 
ices. Contact your Willard 
Distributor right now 
... delay can cost you 
extra profits. If you don’t 
know your Willard Dis- 
tributor, fill out coupon 
on right-hand page and 
mail it today. 
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you can make more money 


ue Willard | 


It’s easier to sell Willard because more car owners 
prefer Willard than any other battery! 


Year after year, Willard has supplied batteries to more 
manufacturers for original equipment than any other 
battery maker... and will again in 1952! 


In the complete Willard line you have a battery for 
everyone — retail prices start at $16.65. 


50 years and 100 million batteries have proved Willard 
the world’s most dependable battery. 


FACTS FOR DEALERS 


Willard Storage Battery Co., Dept. C-10 
1220 Huron Road, Clev ound 15, Ohio 


wee 4, would like all of the sons yI om 
money as a wholesaler for ~ lla —_ "Bat s, in 

ele oie md ~ = ‘opportuni ity thers specific yon 

my © ory. 


Willard Storage Battery Co., Dept. C-10 
1220 Huron Road, Cleveland 15, Ohice 


hat ong caver all of the ason ee" can make 
more money selling Willa rd Bat s. 


NAME 
ADDRESS 


NAME 
ADDRESS 
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ery RUST-PROOFS 
ROME: OTe CAR CHROME! 
Amazing New Scientific Formula 


@ STOPS RUST, PITTING, CORROSION, DISCOLORATION 
@ PRESERVES CHROME AND ALL BRIGHT METAL FINISHES 
@ PROTECTS AGAINST ROAD SALTS, WATER, SMOG, SALT AIR 
@ DRIES CRYSTAL CLEAR—WILL NOT CHIP OR PEEL 
@ ONE APPLICATION LASTS INDEFINITELY 


Set up your stations for substantial extra sales and profits this Fall, with Prexy 
Krome-Kote, the fast-selling new chrome protector. Krome-Kote combines 
two exclusive advantages that ring up greater sales .. . wider car owner accept- 
ance! (1) Practical one-shot bottle, contains ample supply for coating the average 
car. No waste! No trouble! No messy storage! (2) Popular selling price—builds 
volume sales—rapid turnover! 


Add Krome-Kote to your TBA program, and RETAIL PRICE 
you've added a money-maker and a sales pro- $ A 
ducer! Chrome coatings have become BIG BOTTLE 
BUSINESS! Make certain that your stations get 
their share of this new, profitable market. PRODUCT GUARANTEED 


We have a complimentary full-size bottle of Prexy 
Krome-Kote we'd like to send you. Please request on Krome-Kote is Laboratory Tested 
your firm letterhead, and attach the coupon. — ineluding 300-Hour Salt Spray Test! 


POWERFUL NATIONAL 
ADVERTISING! 


Hard-hitting 1,000, 600 and 300-line news- : 
Se wr |) ALLEN PRODUCTS CORP., 20450 Sherwood Ave., Detroit 34, Mich. 


Free Merchandising and y OE SS aes if renee, 
Display Materials! = ' 


Window streamers to help build fast, over-the- = eae ER picaae Address 
counter sales—increase the demand for station \ 

applications! 

Direct mail stuffers! 

Colorful self-service counter display boxes 
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| Please send me information on Prexy Krome-Kote for our 
TBA program. 
[-] Please send complimentary bottle of Prexy Krome-Kote. 
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SUPPLY AND DEMAND 





Distillate Stocks 9.9% Above ‘51 
With Demand Forecast 10% Higher 


Over-all distillate fuel oil stocks 
appeared to be in fairly good shape 
last week as API data showed total 
U. 8S. inventories at an all-time high 
of 112,472,000 bbls. on Sept. 20, or 
9.9% above Sept. 22, 1951. 

This increase was just a fraction 
under the Bureau of Mines’ estimate 
of a 10% increase in domestic de- 
mand for distillate in 1952 over 1951 
set forth in its revised forecast is- 
sued early in August. 

The new record was 2,248,000 bbls. 
higher than the previous high mark 
of 110,224000 bbls. reached in the 
week ended Nov. 3, 1951. 


(See news section in this issue of 
NPN for a complete roundup on the 
domestic heating oils situation and 
also for a report on secondary in- 
ventories of principal oil products.) 

Crude Output at Peak—UvU. S. crude 
oil and condensate production set a 
new record in the week ended Sept. 
20, output averaging 6,514,250 b/d, 
an increase of 53,750 b/d over the 
previous week. This was the third 
week in succession that crude produc- 
tion shattered previous records. 

API statistics (see summary table 
on this page) also showed that kero- 
sine inventories on Sept. 20 were 
within 1,491,000 bbls. of the record 
high of 36,171,000 bbls. attained in 
the week ended Sept. 29, 1951. Gaso- 
line production was down slightly 
from the all-time high set a week 
earlier. Distillate fuel output at re- 
fineries also declined. 

Alberta Crude Starts West—The 
first Alberta crude oil ever shipped 
to British Columbia left the Leduc 
Field last weekend in a 27-car train 
bound for Imperial Oil’s refinery at 
Ioco, near Vancouver. The shipment, 
about 540,000 bbls., is expected to 
reach the West Coast on Oct. 1. 

Similar rail shipments will be made 
daily until completion of the Trans 
Mountain pipe line late next summer. 

California has been the normal 
source of crude oil for British Co- 
lumbia and up until now the Ioco re- 
finery has been running on crude oil 
shipped in by tanker. Since Korea, 
however, California’s exportable sup- 
plies have been shrinking, while Brit- 
ish Columbia demand has grown 
steadily. Alberta will provide more 
than half of Ioco’s daily crude re- 
quirements. The rest will continue 
to come from California. 

Alberta will supply all of Imperial’s 
crude oil requirements in British Co- 
lumbia when the Trans Mountain line 
starts operating. lIoco’s capacity is 
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being enlarged from 12,000 to 22,500 
b/d. This expansion is scheduled for 
completion about the time the pipe 
line goes into operation. 


Penna. Runs Rise—National Pe- 
troleum Assn. reported runs to stills 
of Pennsylvania grade crude oil were 
836 b/d higher in the week ended 
Sept. 20 than a week earlier. Com- 
parisons follow (in b/d): 

Week Ended 
Sept. 20, 1952 
55,047 


Week Ended 
Sept. 13, 1952 
54,211 


Chemical Output — U. S. Tariff 
Commission has released its annual 
report for 1951 on the production 
of synthetic organic chemicals, show- 
ing among other things, that output 
of motor benzene dropped more than 
half from the previous year, while 
the production of chemical grade rose 
almost 43% in 1951. 

It also was reported that produc- 
tion of total crude products from 
petroleum and natural gas for chemi- 
cal conversion in 1951 was 8.6 billion 
Ibs., or more than two billion Ibs. 
above 1950. 


Copies of the report, “Synthetic 
Organic Chemicals, United States 
Production and Sales, 1951 (Report 
No. 175, Second Series), may be pur- 
chased at 45c a copy from Superin- 
tendent of Documents, Government 
Printing Office, Washington 25, D. C. 


Week Ended 
Sept. 22, 1951 


60,555 


Military Oil Needs — Armed Serv- 
ices Petroleum Purchasing Agency 
said Sept. 26 it still needs 8,693,000 
bbls. of petroleum products for mili- 


tary use before the end of the year— 
drop of 1,270,000 bbls. below last 
week's figure. 


ASPPA said aviation gasoline 115/ 
145 is still the most critica] fuel, and 
to help offset this the agency is con- 
verting some contracts from Grade 
100/130 to 115/145. 


Natural Gasoline Expanded—-Pro- 
ductive capacity of natural gasoline 
and cycle plants in the U.S. was 
811,596 b/d of liquid petroleum prod- 
ucts on Jan. 1, 1952, according to a 
Bureau of Mines biennial survey. This 
represents an increase in productive 
capacity of 163,691 b/d, or 12% since 
Jan. 1, 1950. 


Breakdown of capacity by products, 
given for the first time, shows that 
combined capacity of plants and frac- 
tionators for producing liquefied pe- 
troleum gas equalled 382,790 b/d, or 
47% of total natural gasoline indus- 
try capacity for all products. 


In spite of enlarged production ca- 
pacities, the total number of operable 
plants declined from 554 to 521, due 
to abandonment of operations at nu- 
merous small compression plants in 
Pennsylvania and West Virginia. The 
number of absorption plants increased 
by 16, the bureau reports, accounting 
for most of the new construction 
during the period. 


Kanotex Boosts Runs — Charging 
capacity at refinery of Kanotex Re- 
fining Co. at Arkansas City, Kans., 
was increased from 8,500 to 15,000 
b/d as new installations went on 
stream. Kanotex completed several 
new units in an expansion program 
begun several years ago. Included 
in the new installations are a 4,600 
b/d UOP fluid catalytic cracking unit 


Summary of API Report on Refining Operations 
(U, 8. totals—B,. of M. basis) 


Production 

Crude runs—daily avg. 
Foreign crude included . 
Percent operated 
EE 
Kerosine .... 

Distillate fuel oil 
Residual fuel oil . 


Stocks 


Finished & unfinished gasoline. . 118,315,000 
34,680,000 
112,472,000 
53,484,000 


Kerosine 
Distillate fuel oil 
Residual fuel oil 


8,525,000 


Week 
Ended 
Sept. 13 
7,059,000 
624,000 
96.3 
24,132,000 
2,512,000 
10,388,000 
8,523,000 


117,296,000 
33,724,000 
108,641,000 
53,274,000 


Summary of B. of M. Report on Crude Oil Stocks 
Week Ended 
Sept. 20 


Total crude stocks in U. S. 
Total located in PAW District 1 


264,466,000 
17,421,000 


Total located in PAW District 2. 85,660,000 








DON'T TEAR UP 
YOUR DRIVEWAY 


TO ADD MORE PUMPS! 
* Save Woney 


REPLACE SINGLE 
PUMPS WITH TWO- 


Ad HOSE PEDESTALS 
a 


THE 
2-CAR 


SIAMESE ROL-WAY 


* Add “sales outlets’ to your present islands without costly driveway 
work! Save two ways with Bowser Siamese Rol-Ways: 


1. You get a ‘“2-hose” pump for less than the cost of two singles— 
and save space! 


2. You save the high cost of driveway work and there are no “‘closed 
during construction” losses! 


2 sates 
OUTLETS 


with only 1 suction 
and 1 conduit 
. . . Out with the old... 
in with the new sales- 
producing Bowser 2-car 
Rol-Way! Serves two cars 


at once. 


o+eeeeees» because if costs no more in labor or ma- 
terial to install Bowser Siamese Rol-Ways than to install 
single-hose pedestals! 


coves. May we send you the 2-car pump story? 


BOWSER, INC., 1301 Creighton Avenue, Fort Wayne 2, Ind. 
PA i a ~ 3 2 ro xe iy 





SUPPLY AND DEMAND 





and a 5,700 b/d vacuum unit for cat- 
alytic feed preparation, together with 
auxiliary equipment. 


Imports Up — Total imports of 
crude oil and products rose 71,900 
b/d in the week ended Sept. 20 as 
compared with the previous week, ac- 
cording to API. 


Week Week 
Ended Ended Ended 
Sept. 20 Sept.13 Sept. 20 
(bbls. per day) 
660,800 611,900 626,100 
271,700 231,400 240,100 


4 Weeks 


Crude oi] ..... 
Residual fuel oil 
Distillate fuel oil. 
Asphalt .. 
re 


6,000 
7,800 


17,300 
0 Pro 932.500 860,600 880,000 

Exports Gain—U. S. exports of ma- 
jor oil products rose to an average 
of 249,000 b/d in the week ended 
Aug. 29 from 152,000 b/d in the 
previous week, according to PAD. 
Following table shows breakdown (in 
b/d): 


Week Ended 

Aug. 29 
15,600 
37,900 
20,400 

124,400 
50,700 


Week Ended 
Aug. 22 
20,700(*) 
19,100 
3,800 
66,.500(*) 
41,900 


Avgas. bpeedses 
Motor gasoline .... 
Kerosine , 
Distillate .. 
Residual 


Totals 249,000 152,000(*) 


(*)PAD revision 


Crude Limit Raised—Louisiana’s 
crude oi] allowable for October was 
set by the State Conservation Com- 
mission at 681,946 b/d, up 2,740 b/d 
from September. North Louisiana 
was allocated 117,524 b/d and South 
Louisiana 564,422 b/d. 

Canada’s Output Soars—Canadian 
crude oil production averaged 142,340 
b/d in the first six months of 1952 
as against 110,334 b/d in the same 
period of 1951, according to Dominion 
Bureau of Statistics data. The bu- 
reau said that these figures are not 
exactly comparable, however, since 
1951 data included natural gasoline, 
but 1952 figures do not. 

Canada’s crude oil output in June 
averaged 179952 b/d, down slightly 
from May average of 180,224 b/d. 
The average in June 1951, including 
natural gasoline, was 158,557 b/d. 

Iraq Sets Record—Converting met- 
ric tons into barrels, new monthly 
production record set by Iraq Petro- 
leum Co. and associated companies 
producing from the Kirkuk Field in 
Iraq figures about 376,563 b/d for 
August, This compares with about 
277,828 b/d for July. 

In Venezuela, Creole Petroleum 
Corp. reported its July average at 
721,126 b/d, down 26,304 b/d from 
the June rate, for operated crude oil 
production. Net production plus pur- 
chased royalty oil averaged 775,540 
b/d, a decline of 29138 b/d from 
June. 

A new large oil refinery to be built 
at Nairobi, Kenya, South Africa, will 
cost about $112 million. A govern- 
ment official said that Shell Oil will 
put up most of the money. 
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“Our Sales 


Climbed 5007, 
with - BRIN ome So 


Dayton Thorobreds 





Dayton Tire Distributor 
Nashville, Tennessee 


“IN THE 8 YEARS since we secured the Dayton 
franchise our tire sales have increased 500%,” 
writes J. R. Pickel of Nashville. “Our entire 
organization attributes this steady growth to the 
high quality of the products, including both 
passenger and truck tires, which Dayton produces. 


“Selling tires is a hard job, but Daytons con- 
tinually resell themselves with their extra per- 
formance, mileage-wise and safety-wise. Conse- 
quently, satisfied customers who buy more, once 
they’ve tested Dayton Thorobreds, form the nu- 
cleus of our business. The careful engineering 
and high-quality workmanship and materials put 
into Dayton tires are our chief sales assets.” 


DAYTON BOOSTS YOUR SALES WITH A 
BROAD, AGGRESSIVE MERCHANDISING PROGRAM 


Factory-supplied sales builders include: 


@ Strong, written guarantees backing every 
sale! 


Hard-hitting advertisements in leading na- 
The Dayton Highway Extra 


Mileage RIB Thorobred is tional publications and trade journals! 
specially designed for front ; 
end peu) Silly aiab, We ene The most liberal local co-operative ad plan 


of a complete line of great in the industry! 
Dayton Thorobreds—the orig- Dayton truck tires—each en- 


inal COLD RUBBER passenger gincored for @ specific type Complete point-of-sale help and direct mail 
tiges. of service. 


promotion! 


The Dayton franchise presents a growing oppor- 
tunity. Write today for all the facts. 


— 
| 7 . owes = 
—_ | 
= ee ee J Ressainee 


DAYTON RUBBER COMPANY, DAYTON 1, OHIO 


A COMPLETE LINE OF PASSENGER AND TRUCK TIRES — EVERY ONE A THOROBRED! 
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Today’s Lesson...How to 
do More Business: _ 


LION-BILT Uniforms 
Dress Up The Oil Industry! 


Look Smarter! 
A Fit Better! 
Mw Last eon 








i a a iene a efit of Lio $s specialized expe- 


ing indiv idu al dealers with 
aie ay forms — ost! Complete 
e. Immediate delivery 

fe ee re 


Write Today for FREE Catalog! 


LALOV SSESERSS: 





Offers an 
extensive 
line of 


oxygenated 








solvents and 





chemicals 





The solvents and chemicals sold under the ENJAY* 
Oval Trade-Mark are outstanding for high quality 


eS 
Fy erienced and dependability. Every day more industries are 
calling on the long experience of the Enjay Company 


...making greater use of the diversified line of 
solvents and chemicals marketed by Enjay to in- 
crease product quality. 


Reliable 


ENJAY markets this wide range 
of industrial chemicals: 


a efea 
Petrohol 91 (Isopropyl! Alcohol) Butadiene : Ve rs i le 


Petrohol 95 (Isopropyl Alcohol) lsoprene 

Petrohol 99 (Isopropyl Alcohol) Dicyclopentadiene 
Secondary Butyl Alcohol Aromatic Tars 

Isooctyi Alcohol Vistanex 

Isopropyl! Acetate Naphthenic Acids 

Secondary Buty! Acetate PARAMINS-— Additives for 
Acetone Lubricants and Fuels 


h n ratone ‘ . 
ma a Socon ENJAY products are marketed in bulk or in 


Isopropyl Ether Paratac quantities to fit your requirements. 
Diisobutylene Paranox 


Polypropylenes Paraflow ENJAY COMPANY, INC., 15 Wes? 51st St., New York 19, N. Y. 
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’ Compact Meter 
tor Tank Trucks 











Pataca + ae rensmee nag penance rem oP 


— 


+ emenie ae ae ey Seem 


-the famous Sustained Accuracy 


of Neptune Meters now available 


with 60 gpm. capacity 


Designed for today's higher delivery 
rates from small and medium tank 
trucks, this new 1%”, 60 gpm. Red 
Seal Type 4 Compact Meter fills the 
gap between the popular Red Seal 
1%” and 2” Compacts. Light in 
weight, truly compact, it incorporates 
all accessories needed for efficient 
metering. Needs only inlet, outlet and 
vent connections—and after that very 
little attention. 


Because this meter is your cash 
register, billing system, inventory sys- 
tem and driver's helper all rolled into 
one, it makes no compromise with 
sustained accuracy. Heart of the me- 
ter is the reliable Red Seal measuring 
chamber. Specifically designed for 
maximum efficiency at any rate of 
flow between 12 and 60 gpm., it is 
of the positive displacement, oscillat- 
ing piston type. It features the capil- 
lary type of seal—inherently free from 
wear, and precision machined to hold 
amazing accuracy over millions of 
gallons without need for frequent 


re-calibration. No intricate valves, 
leathers, or piston rings. 


Your maintenance men will like the 
way Red Seals meet sealers’ tests 
time after time, without need for 
fussy accuracy adjustments. They'll 
like Red Seal's compactness, accessi- 
bility, light weight, and trouble-free, 
easy-to-service registers. They'll like 
the exclusive Neptune Unit Replace- 
ment Plan, whereby registers, measur- 
ing chambers or air release units can 
be replaced quickly after they be- 
come work worn after years of use. 


Four registers are available — de- 
signed and built by Neptune for 
maximum efficiency and trouble-free 
operation in modern petroleum 
marketing. All have large, clearly 
visible, direct-reading numerals and 


streamlined, weatherproof housings. 
Can be reset to zero after each de- 
livery. Each model has a shuttered 
totalizer, 


Register Model 431: Simple Direct Read- 
ing reset counter. 


Auto-Stop Register Mode! 432: Automati- 
cally shuts off flow when desired number 
of gallons is delivered. Quantity is set 
simply by pushing buttons. Has emergency 
stop button. 


Print-O-Meter Model 433: Prints tickets 
with row of zeros at start, total delivery 
at finish. One knob does both printing 
and resetting. Letter wheels identify the 
truck, and serial wheels number the tick- 
ets. Provides fool-proof accounting and 
billing records. 


Auto-Stop Print-O-Meter Mode! 434: Com- 
bines features of above registers—Auto- 
Stop control plus the meter-printed tick- 
ets your customers like so well. 


Complete specifications of this new 
Red Seal—and data on other Red 
Seal meters for eyery tank truck, bulk 
plant and terminal application—are 
given in new Bulletin 777-6. Write for 
@ copy today. 


NEPTUNE METER COMPANY, 50 W. 50th STREET, NEW YORK 20, N. Y. 
ATLANTA * BOSTON * CHICAGO * DALLAS * DENVER * LOS ANGELES * LOUISVILLE * No. KANSAS CITY, MO. * PHILADELPHIA * SAN FRANCISCO * PORTLAND, ORE. 


Canadian Factory, TORONTO 14, ONT. 





More than a new tire... 


BRAND NEW BUSINESS FOR YoU ! 


NO OTHER PREMIUM TIRE 
OFFERS SO MANY RADICALLY 
NEW SALES ADVANTAGES! 


a ? 
ay 


With this great new Armstrong Rhino- 
Flex Premium you can grab off the biggest 
chunk of the high profit premium market 
.. . because this tire is loaded with new 
patented sales features—yes, 4 “world’s 
firsts” found in no other tire! 

Call your Armstrong distributor today! 
He’s got the product . . . he’s got the pro- 
motion. Spreads in Saturday Evening 
Post, Look, Time, Collier’s, plus traffic- 
building mat ads, direct-mail, window 
and point-of-sales displays! 


: /, 76 tn ae pret 


persuader in tire history . . . 


UNCONDITIONAL GUARANTEE 


FOR 3 YEARS 
against all road hazards! No limit on mileage! 


& 


LOVIN 


2 
.¢2 


hE 


ARMSTRONG RUBBER COMPANY, West Haven 16, 
Conn.; Norwalk, Conn.; Natchez, Miss.; Des Moines, 
lowa; 601 Second Street, San Francisco, Calif.; 
Export Division: 20 East 50th St., New York 22, N.Y. 


NEW INTERLOCKING SAFETY NEW INTRA-TREAD BUMPERS! On curves, NEW UNI-CUSHION CONTOUR! Armstrong NEW SILENT TRACTION DESIGN} 
TREAD! Provides 2640 ordinary tires vibrate, squeal. in Arm- Premiums’ broad-shouldered construction _(A) Tires “sing” when traction slots 
extra gripping edges for strong Premiums, intra-tread bumpers con- distributes pressure evenly, places uniform and design follow same vibration 
greaterholdforward,back- tact tread ribs—muffle annoying noise. load on each rib. Eliminates fast wear, pattern. Armstrong's (8) opposing 
wards, sideways. Called world’s first squeal-proof tire. bumpy rides, and hard steering. vibrations cancel noise, hum. 
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SEAM HEADLAMP SALES 
he Highway Safety Kit 


WESTINGHOUSE . 
SEALED BEAM HEADLAMP 





Boost your Westinghouse Sealed Beam Headlamp sales. Sell every 
motorist a spare headlamp, plus a much needed safety kit. 


list Price $3.49 


Includes 3¢ Fed. Tax 


Your Cost | $2.2] 


Includes 3¢ Fed. Tox P 








Cash in on the demand when 

Westinghouse announces 

its new Highway Sofety Kit 

in LIFE. Every car owner who knows the danger of a breakdown 

on the road at night will be asking you for one. Order your 

Westinghouse kits from your distributor now, or write Westing- 
house Lamp Division, Bloomfield, N. J. 


you CAN BE SURE...IF ws Westinghouse 
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FINGER TIP contro 


FROM INSIDE YOUR OFFICE 


How often have you wished you could be on the 
rack when trucks are loaded? Now, with the 
Rockwell Remote Registration System it’s possible 
for you to control every fill from a central office. 
Ticket printing registers are right before your 
eyes and hands. Each is electrically synchronized 
to one of the meters on the rack. No product can 
be drawn until a ticket has been inserted in the 
printer and the circuit energized. 

With this system you'll reduce human errors to 
a minimum. You'll gain greater plant security. 
You'll speed operations. And you'll have a sound 
basis for improved accounting. 

Remember, the Rockwell Remote Registration 
System has Underwriters approval. Also, that it 
can be easily applied to existing Rotocycle meters. 
Write for bulletin OG-324. 


sv You Can RELY ON ROCKWELL 


ew 


ee 


The transmitter with its own recording register is 
mounted directly upon the meter atthe point of 
measurement 


HOW THIS BETTER SYSTEM WORKS 


Electric motor fields of each transmitter and receiver are 
directly connected to a common 60 cycle, 115 volt A.C. supply. 
Their armature circuits are interconnected. Thus with field circuits 
energized the rotations induced by the product being measured 
at the transmitter are exactly duplicated in the receiver—os 
they occur. Where specified this system can be made to be 
inoperative until a ticket has been inserted in the receiver and the 
printer arm has been turned to record the preliminary total. 


ROCKWELL MANUFACTURING COMPANY 


PITTSBURGH &, PA. «+ Atlanta + Boston « Chicago * Houston 
Kansas City * Los Angeles * New York « Pittsburgh * San 
Francisco * Seattle * Tulsa 


REMOTE REGISTRATION UNITS 
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Boost your 
LUBE JT 
PROFITS 
—andTBA 








Sales, too! 











Everytime you get a car on the lift... 
(1) you have an opportunity to see what it needs... (2) you have 
an opportunity to sell TBA items. 


There’s nothing like Marfak for bringing in lubrication customers. 

It’s a top-satisfaction builder. It’s easy to demonstrate its superior 
qualities. And once car owners have had Marfak jobs . . . they want 
repeats. They feel the difference —- quieter, smoother riding, easier 
handling, greater protection. Marfak is tough — specially made to resist 
jar-out, squeeze-out and wash-out. It clings to vital chassis points. 

That “cushiony” feeling lasts longer. 

MILLIONS of car owners know Marfak. Continuous national advertis- 


ing keeps telling them and selling them. Talk to a Texaco representative. 
MILLIONS know See how the Marfak sign can mean more business for you, 
MARFAK... ur) 


4 _maede marker ! 
More than *FaK offers you a readyme 
400-million TEWACO 
pounds of The Texas Company 


MARFAK have 
been sold! 
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A U.S.Royal Basis for Business —— 


reater Value-Creater Hofit! 


The exclusive, visible sales features throughout the U.S. Royal 
line convince the car owner of greater tire and tube value. 
These features are wanted for their extra safety, mileage and 
comfort. They bring the U.S. Royal Dealer more top-quality 
sales .. . greater profit! 





UNITED STATES RUBBER COMPANY 
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YOUR OUTLETS can be 
the most TALKED-ABOUT 


GASOLINE STATION DEALERS 
in the country? 





RETAILING’S MOST COVETED AWARDS ! 


youn Stone 
t ives (aon 
eae Tee 
Hnann Name Netanen oe tue Yean (i 
Fun 1952 j 


~ 
nanny Navies Day 
A vem 








. is a sure-fire way to help your dealers 
cash in on the outstanding jobs they’re doing 
in promoting the brands they sell to the public. 
It’s a way that can bring them: 1) NEW PRES- 


TIGE WITH CUSTOMERS; 2) A REPUTATION 





WITH INDUSTRY AS ONE OF THE BEST 





DEALERS IN THE BUSINESS; and 3) THOU- 


SANDS OF MENTIONS IN NEWSPAPERS, MAG- 





AZINES, ON RADIO AND TELEVISION! 

Enter your outstanding outlets now for Brand 
Names Foundation’s Sth annual “Brand Name 
Retailer-of-the-Year” awards to be presented 
before 2,000 civic and business leaders at the 
Waldorf-Astoria on Brand Names Day—1953. 

A “Brand Name Retailer-of-the-Year” plaque 


and up to 4 “Certificates of Distinction” will 


go to 5 top winners in the gasoline station 





field and in each of 21 other categories. 110 
AWARDS IN ALL! 

Big city, small town... size of outlet makes 
no difference. It’s what is done in °52 to tell 
the brand story to customers and employees 


that counts . . . not what it costs! 
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AMONG LAST YEAR’S TOP WINNERS 


“Brand Name Retailer-of-the-Year”’ 


HALIFAX ESSO STATION 
Halifax, Virginia 
“Certificates of Distinction” 
THE AUTO TIRE CO., INC. 
Hartford, Connecticut 
PLAZA STANDARD SERVICE 
Kansas City, Missouri 
BELL’S SOHIO SERVICE 
Newcomerstown, Ohio 


TICHENOR’S GULF SERVICE 
Owensboro, Kentucky 











There’s no entry fee or obligation. Just mail 
the coupon below. We'll send you a quantity 
of folders containing full details which you 


can forward to your best dealers. 








Director of Retail Relations 
BRAND NAMES FOUNDATION, INCORPORATED 
37 West 57th Street 

New York 19, New York 


We want to nominate our leading gasoline service 
stations for the ‘‘Brand Name Retailer-of-the- Year ’’ 
brochures, without charge,to: 








Company. 





Street Address 





City and State 
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@ & STRANAHAN Poe oem 
© O STRANAHEN Taeseunee 


CHAMPION SPARK PLUG COMPANY 


Team ENGL aN aes Rance ~ 6OSOe CANAOA 


ToLeDo 1, Omro.U.S.A. 


October lst, 1952 


Dear Champion Dealer: 


This month we'd like to tell you how Champion plans to help 
you step up your profits and keep your cash register ringing. 

We're going to shoot with the grand poster you see on the 
right. It's loaded with attention-getting human interest and will 
appear in the major magazines listed beside it. 

In addition, it will be featured throughout November in 
compelling sales messages via television in 29 metropolitan markets, 
with a weekly audience of 12 million. 

Make our advertising your advertising. Display the poster 
— call the customer's attention to your ad in current magazines — 
and then ask him to let you get his car set for winter. 

Next month we're going to tell you all about a new program 
which we've tested and found to be a real producer of spark plug sales 
and profits. See you then. 

Best regards, 
; ; 
P.S.: Grit, the small town weekly newspaper, just completed a consumer 
survey showing the preference for Champions at 65.5% — next highest 


12.5%. This preferred position is substantially the same in every survey 





we've ever seen. 
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IN THE 


LOOK OUT fo, Winter | 


Orr, 


AMERICA’S FAVORITE 


SPARK PLUGS 
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VALUE ~ 


to build 


VOLUME! 
t) 


.-. and Kelly value has public acceptance 
that you can turn into steady turnover! 


& 


Yes, Kellys have plenty of what it takes to give the 
tire-selling end of your business a profitable boost! 
Here is a line backed by 58 years of tire-building “‘know- 
how,” built to regularly roll up extra thousands of safe 
miles! 

And look at all these other money-making advantages 
of a Kelly Distributorship: 


® You get tires that will sell at top prevailing prices, thus 
protecting your profit margins! 


® You can “hang up the sign” of a line known everywhere 


for quality—an excellent prestige builder for your entire 
TBA line! 


You have an ample trading area in which to grow and 
build repeat business! 


You have a complete line for farm, truck and passenger 
vehicles—the right tire to sell to every customer! 


You’re supported by continuous advertising in leading 
magazines and a powerful promotional follow-through 
at the local level! 


You get, in fact, everything you need to prove to your- 
self what thousands of others have already discovered 
—that ‘Selling Kelly Tires is a Good Business!’’ Write 
today. We’ll send you complete details about a Kelly 
Franchise in your area. 


THE KELLY-SPRINGFIELD TIRE COMPANY 


Proved 
and Improved 
for 58 years! 


Selling Kelly Ties ix 0. Good Businens! 


Sure-Stop 
Passenger 


Super Flex 


Passenger 


Cruiser 
Passenger 


Grip Trac Passenger Truc Trac 


and Truck 


Dual Trac 


Special Service 


Commercial Heavy 
Tread Truck 
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~ Progressive 
Farmer 
\\Sjentleman 


consistent advertising in 





helps you sell WORE 


100% PURE 


BENINSWEVAINIIA 


MOTOR OIL 


The effect of advertising is cumulative—it’s consistent adver- 
tising that really pays off! So the Pennsylvania Grade Crude 
Oil Association has advertised consistently for 29 years in 
leading general and farm magazines to give you and your 
dealers the maximum help to sell more of your brand of 
100% Pure Pennsylvania Oil. 


To make this advertising work effectively for you, remind 
each customer that he can protect the power he bought with 
a brand of 100% Pure Pennsylvania Oil—made from nature’s 
finest crude. In the interest of more sales and more profits 
for you—make this kind of selling a regular habit. 





it’s the first grade! 


Whether your car brand new .or only + few years 
old of growing gracefully into middle age.. it 
deserves a frit-grade motor oil! That, of course, 
means 100°; Pure Pennsylvania. made from the finest 
crude oil ever found anywhere. No matter what the 
climate of driving conditions, you'll get frit- grade 
engine performance if you follow the advice of 
many experienced, happy motorists fasist on 100 


Pure Pennsylvania for top protection at all times 


AEEP the power you bought 


BUY A BRAND OF 100% PURE 
BENNSWEVAINITE 


MOTOR OIL yi” 


* 
PURE & 





For your protection, only oils made from 100% Pure Pennsylvania Grade Crude 
which meet our rigid quality requirements are entitled to carry this emblem, 
the registered badge of source, quality and membership in our Association. 


PENNSYLVANIA GRADE CRUDE OIL ASSOCIATION 


Oll City, Pennsylvania 
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RIVATE 


FOR YOU ONLY 


Complete privacy is guaranteed for your 

bulk liquids at General American Tank Storage 
Terminals. It’s exactly as if they were 

your own tank farms! Storage facilities, 
pipelines and closely guarded manifolds 
(designed to protect against contamination) are 
yours to use. At Carteret and Goodhope 
terminals your bulk liquids can be blended 
to specification; canned, drummed or 
barrelled for distribution. All this without 
investing or risking your capital! 


5 TANK STORAGE TERMINALS 


Important marketing centers 


®@ Port of New York (Carteret, N. J.) 

® Port of New Orleans (Goodhope, La.) 
® Chicago 

® Houston 

® Corpus Christi 


GENERAL AMERICAN TANK STORAGE TERMINALS 


A Division of General American Transportation Corporation 
135 South La Salle Street * Chicago 90, Illinois 


WORLD’S LARGEST PUBLIC TANK STORAGE SYSTEM 
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Good Heating Oil Supplies Chase Shortage Fears 


By NPN Staff Writers 


The oil industry should have no 
real trouble supplying its customers 
with heating oil this winter. Over- 
all supply is good. 

The big question mark, as usual, is 
weather. 

But even if the winter is very cold, 
the industry should get through to 
the spring with no worse than spot 
shortages. And if the winter is un- 
usually warm, there is some chance 
of over-supply. 

That is the nationwide picture 
drawn from an NPN review of oil 
marketer opinion in all the main 
heating oil markets. Area by area 
the outlook shows some headaches 
ahead. But few should be acute. 


In the biggest market, the East 
Coast, several Independents report 
trouble getting additional supplies to 
take care of demand increases this 
season. But there seems to be 
enough product in sight to prevent a 
shortage. Furthermore, storage ca- 
pacity is adequate, and last winter’s 
soaring tanker rates apparently will 
not be repeated. 

Few are worried about total supply 
for the Midwest, although there is 
some concern over secondary stocks. 
Also, Midwest oil men are watching 
to see how much of the barge supply 
they formerly received from the Gulf 
Coast will be re-routed to the East 
Coast, which had a price increase re- 
cently. 

There apparently will be plenty of 
distillate from Gulf Coast and Mid- 
Continent refineries, and maybe over- 
supply. 

On the West Coast, however, there 
may be some trouble, with North- 
west jobbers complaining about both 
supply and prices. Several majors 
are not happy. But a shortage is 
doubtful. 


In Washington, Petroleum Admin- 
istration for Defense thinks spot 
shortages in a very cold winter are 
the worst that can happen. PAD is 
gratified by recent hikes in distillate 
output at refineries, 

What Statistics Show — Industry 
data on heating oil inventories gives 
little cause for alarm about supply 
at present. API has reported total 
U. S. primary stocks of distillate fuel 
oil at an all-time high of 112,472,000 
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bbls. on Sept. 20. This was 9.9% 
above last year’s figure. By districts, 
stocks looked like this: 
Week 
Ended Ended 
Sept. 20, Sept. 22, % In- 
District 1952 1951 crease 


(thousands of bbls.) 
42,826 39,026 
36,580 32,871 
19,921 18,738 

2,192 2,159 
10,953 9,540 


. 0 ee 


Week 


1—East Coast... 
2—Midwest 
3—Gulf Coast 
4—Rocky Mt. ... 
5—Pacific Coast 
102,334 
Secondary stocks of distillate 
(shown in Census Bureau report on 
p. 36) are a bit more doubtful, with 
some oil men thinking they are too 
low. The following table shows the 
percent of capacity filled on Aug. 1, 
with no data available for District 5: 


Distillate 
62.8% 


Kerosine 
District 1 64.6% 
i re erers 46.2 50.4 
Wasieet Be ics hiv veo 55.1 49.1 
District 4 48.8 49.4 


The latest days’ supply figures (as 
of Aug. 31) give 72 days for distil- 
late fuel oil, and 76 days for kero- 
sine. On Aug. 31 last year distillate 
had 70 days, and kerosine 80. 


East Coast 


NPN’s spot check of East Coast 
marketers covered five major oil com- 
panies that supply a good part of the 
heating oil for the area, plus three 
sizable Independent suppliers. Fol- 
lowing are some of the questions 
asked these companies. 

Have you enough heating oil in 
sight to meet expected demand? 


All five majors contacted say “yes,” 
they can meet demand. But they 
make such qualifications as “unless 
heating oil demands are beyond ex- 
pectations,” or “a lot depends on the 
weather.” One major says it will 
have enough product to cover con- 
tracts, but the weather will decide 
the amount of “extra” supply, if any. 
(The companies have increased re- 
finery distillate yields as they nor- 
mally do to prepare for winter de- 
mand.) 

The three large Independent sup- 
pliers, however, are singing the blues. 
One says he is going to be 20% short. 
Another, 10% to 12% short. And 
the other says he is being held 


“pretty close,” and is trying to get 
more product. 

What are supply arrangements be- 
tween suppliers and distributors? 

One major said it is generally lim- 
iting customers to the amount of 
heating oil they took last year (de- 
pending somewhat on the locality). 
The others expect to supply distribu- 
tors with as much as last season, and 
maybe more. One company noted it 
was watching orders closely, 

Two of the Independents are being 
limited to the amount of product they 
took last year. The other is getting 
8% more than last season from its 
main supplier, but has no increase 
from its other three suppliers. 

What are your views on the over- 
all demand outlook for heating oils? 

All companies qualified their fore- 
casts with, “depending on the 
weather.” They predicted: 

—A 10-11% increase over last year, 
with a 15% increase if the winter is 
normally cold. 

—The industry will need more heat- 
ing oil than is in sight at present. 
But a temporary back-up could re- 
sult if the warm weather lasts. 

—Demand will be 12 to 17% higher 
than last year (up 7% due to new 
burners, and up 10% due to weather). 

—Demand will go up 17% in New 
England, but less in other parts of 
the country. 

—Demand will be up from 12% to 
14% in New England. 

—Demand probably up 16-17%. 

What are you doing to push filling 
of distributor and consumer storage? 

One major has taken “all steps 
possible” to fill available storage, and 
has offered deferred billing. Two 
others have their “usual” keep-full 
programs. Another had no real sum- 
mer fill-up program, And another 
said: Actually nothing—no price pro- 
tection this year. 

One of the Independents has set up 
a monthly quota plan to push filling 
of storage. But its retailers are run- 
ning into a lot of resistance from 
consumers who lack the money to 
pay for winter heating oil now. The 
others are “urging customers” to fill 
up. 

What is the status of tanker avail- 
ability from the Gulf Coast? 

All the majors replying to this 
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question believe the tanker situation 
will be easier than last winter. They 
say (1) there are “plenty” of tankers 
available now, (2) refiners have put 
in more East Coast storage and won’t 
need tankers as badly as last year, 
and (3) rates won’t be as high as in 
the past winter. 

What effect is the recent price in- 
crease on heating oil having on the 
East Coast? 

There is general agreement that 
the increase has improved supply. 
The majors say it made distillate out- 
put more attractive to refiners and 
reduced their losses. The Independ- 
ents note that the increase boosted 
refinery output of distillate, made it 
more profitable to move heating oil 
to the East Coast, and kept storage 
full until the price hike went into 
effect. 

How is construction of more stor- 
age coming along? 

Although the steel strike cut back 
storage construction, no company re- 
ports this a serious problem, and 
tankage generally appears in fairly 
good shape. However, one major 
plans an additional 5 million bbls. of 
storage when the steel is available. 


Midwest 


Weather is the big “if” in the 
minds of Midwest heating oil sup- 
pliers. However, three major com- 
panies believe they can get through 
a normal winter without too much 
supply trouble. 

Supply Good — One company ex- 
pects some dislocations because of 
“weather quirks.” But it believes 
ample quantities of heating oils will 
be available for the Great Lakes Pipe 
Line, for such large consuming cen- 
ters as Chicago, Detroit and Cleve- 
land, and generally for the area 
served by the Ohio River. The com- 
pany thinks the currently steady 
prices for light fuels will hold 
throughout the heating season. 


46% Too Low—A second major be- 
lieves suppliers definitely need to 
push harder to fill secondary storage 
—noting that secondary stocks in 
District 2 (Midwest) should be about 
65% of storage capacity, instead of 
the 46.2% reported for Aug. 1 by the 
Census Bureau. The company calls 
70% the top rule-of-thumb figure on 
secondary storage for September, 
adding that this allows free in-and- 
out movement of products. But over 
70%, secondary storage runs into de- 
murrage problems, At 40%, the prob- 
lem arises of running out of product 
at various locations. 

The supplier also sees a chance 
that barge movement of product 
from Gulf states to the Midwest may 
be substantially reduced this winter 
because of the recent price increase 
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Opinions on Stocks 


Some oil marketers doubt 
that secondary stocks of heat- 
ing oil on the East Coast are 
63% of storage capacity today. 
That was the figure reported by 
the Census Bureau for Aug. 1 
(see p. 36). 

An NPN spot-survey to get 
reaction to the Census figure 
brought forth these _ typical 
comments: 

—It is hard to interpret the 
report witnout comparative fig- 
ures, but 63% is not bad for 
Aug. 1. The possibility of a 
price increase on heating oil 
all summer was an incentive to 
fill up. 

—The 63% figure is high. It 
is actually closer to 50%. 

—Secondary storage figures 
were lower than expected. 

—Stocks are lower now than 
on Aug. 1. Sales by refiners 
were very slow in August, in- 
dicating jobbers sold from in- 
ventory in August. The report 
is too old. They need to get it 
out sooner. 


—The whole subject of sec- 
ondary storage is over-empha- 
sized. It is working storage. On 
the average it will always be 
about 50% full, and doubt if 
it could ever be more than 60% 
full. It is the change, rather 
than the level of secondary 
storage that is important. 

—Storage is not as full as it 
should be. It should be 85% 
full instead of 63%. 











on the East Coast. Gulf Coast sup- 
pliers naturally will try for markets 
inthe East. If barge shipments from 
the Gulf to the Midwest (averaging 
21 million bbls. for the past two win- 
ters) drop 25%, there is a good 
chance Midwest refineries can make 
up the loss. But a tightness will de- 
velop if the barge shipments drop 
50%, the company believes. 


The company says there is plenty 
of distillate now available in Chicago 
for immediate lifting on a spot basis. 
This is because the steel strike forced 
refiners to use clean storage for re- 
sidual. But the company says no 
product is available beyond Dec. 1, 
even when potential buyers have of- 
fered to pay storage charges. 


No Scrambling—aA third major re- 
plies “unequivocally yes” to the ques- 
tion of whether it will be able to 
meet heating oil demand increases. 
Admitting that “there won’t be over- 
supply,” the company nevertheless 
says it has no limit on supply to its 
distributors. The latter will have 


“no need to scurry around for sup- 
ply.” 

The company believes secondary 
storage in its area is “considerably 
higher” than the 46% reported by the 
Census Bureau for Aug. 1. 

With refinery output of distillates 
“about average for this time of year,” 
the company reports it has enough 
storage to take the product, although 
it could use more in certain areas. 
It is pushing a “constant effort to 
get customers to increase storage.” 
And it has a “keep-full” campaign 
going—using direct contact by truck 
drivers, some radio and newspaper 
advertising, and telephone calls. 


Gulf Coast—Mid-Continent 


Refineries on the Gulf Coast should 
be able to meet distillate demand this 
winter. One source pointed out that 
30 days ago refineries were not too 
sure about supply. But the way 
stocks have been climbing, and with 
the prediction of a late fall, they 
now see little chance of shortage. In 
fact, two sources say that if refinery 
runs on the Gulf and East Coasts 
continue at the present pace, there 
is a danger of over-supply rather than 
short supply. They add it boils down 
to how much distillate is in secondary 
storage, and how cold the winter will 
be. 

Most Mid-Continent refiners are 
expecting a good distillate year, and 
the majority think they can supply 
demand, even with a severe winter. 
One source states that, with a normal 
winter, refineries in the Mid-Conti- 
nent will have more burning oils than 
they know what to do with. He notes 
that stocks are steadily increasing, 
whereas they should start leveling 
out at this time. A broker says he 
is not buying much forward material, 
because he doubts the market will be 
any stronger during the middle of 
winter than it is now. 


West Coast 


Heating oil will be in very tight 
supply in the Pacific Northwest this 
winter, but a shortage is doubtful if 
the weather is normal. As _ usual, 
severity of the season will be the 
major factor. ‘ 

Spot check of the major oil com- 
panies showed that they will be pre- 
pared to meet contracted require- 
ments. But only two were reported 
looking for new business. And some 
indicated they wished they had less 
business than they have. 

Five major companies are the prin- 
cipal heating oil suppliers: General 
Petroleum, Richfield, Shell, Standard 
and Tide Water Associated. Union 
Oil withdrew from the field in June, 
except for supplying a few remain- 
ing accounts. The Texas Co. has no 
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heating oil jobbers or distributors in 
the Pacific Northwest except in 
Olympia, Wash, 


What Majors Say—Comments given 
on the supply outlook included: 

General Petroleum: “We anticipate 
being able to supply the demands of 
an average winter because we have 
imported enough crude oil, with mid- 
dle distillates in mind.” Jobbers and 
distributors will get all they want 
“within reasonable limits,” said GP. 

Richfield: “We have enough prod- 
uct over-all for our jobbers and dis- 
tributors. They will get what we 
have contracted to supply them, but 
they might not get all they want.” 

Standard of California: “Our cus- 
tomers will get what they need for 
their requirements.” 


Representative of one company re- 
ported, “That topic is so hot, we can’t 
say anything about it.” 

Distillate fuel was termed “the 
most critical petroleum commodity on 
the West Coast” by a Bureau of Mines 
official. 

Whether there will be enough prod- 
uct over-all is a moot point. 


Shortage ?—-A prospective shortage 
of 20 million gals. in Washington was 
forecast in a survey conducted by the 
Oil Heat Institute of Washington in 
July. Robert G. Elmslie, managing 
director of the Institute, said the sur- 
vey showed the market to be short 
10 million gals.—not counting new 
heating installations which are ex- 
pected to require another 10 million 
gals. 

A 20 million-gal. deficiency repre- 
sents 4.4% of the 1951 demand. 

Mr. Elmslie commented, “The exact 
situation is confused. Our survey was 
based on last year’s sales. Hence 
undue weather could change the situa- 
tion materially.” 

He reported that two majors are 
accepting new business, through their 
dealers, in limited amounts. 

The Oil Heat Institute of Washing- 
ton reported that secondary storage 
is generally full. Consumer storage 
is normal (under degree-day deliv- 
eries), said the Institute. A spot check 
of majors indicated that secondary 
storage facilities were, on the whole, 
in “pretty good shape.” 

West Coast distillate inventories 
look better than they did last year at 
this time. An API report placed 
stocks at 10,953,000 bbls. on Sept. 20, 
compared to 9,540,000 bbls. a year 
ago. 


What PAD Thinks 


Heating oil needs will be met this 
winter, officials of Petroleum Admin- 
istration for Defense believe. How- 
ever, their view is qualified this way: 

There will be enough heating oil if 
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the present rate of refinery output is 
maintained, and if the weather is 
near normal. If the winter is exceed- 
ingly cold, there will be many spot 
shortages. If the weather is unusually 
mild, there may be an overflow of 
supply, and a cutback in output. 

PAD thinks storage will be ample, 
except in some areas, but admits it 
will be a tight squeeze. For this 
reason the agency is pushing storage 
construction. 

PAD is pleased that the industry 
has stepped up output of middle dis- 
tillates. About a month ago, a PAD 
survey showed the industry was plan- 
ning a rate of about 30.6% distillate 
yield—while PAD thought a rate of 
31.8% was needed. 


Last week, PAD said the percent- 
age for the previous week had risen 
to 32%. But it pointed out that week- 
ly figures vary considerably, so that 
the 32% was not proof of continued 
output at that rate. PAD also be- 
lieves cold weather ahead will ease 
the strain on storage, and relieve the 
minds of some refiners who fear in- 
creases in heating oil production will 
result in over-supply. 

On transportation, PAD thinks 
there is enough tanker capacity on 
hand to meet over-all needs, but con- 
cedes there will be peak demands 
when transportation will be tempor- 
arily deficient. 


First Report Out on 


WASHINGTON — Census Bureau 
reported last week that secondary 
stocks of gasoline, kerosine, distillate 
and residual fuel oils in U. S. totaled 
51.2 million bbls. on Aug. 1 this year. 
Of this, 44% was located in PAD 
District 1. 

In the first study of its kind ever 
made by government or industry for 
U. S. oil operations, the bureau also 
said that secondary storage capacity 
for Districts 1, 2, 3 and 4 as of same 
date amounted to 84.5 million bbls., 
with stocks at about 56% of capacity. 

(No storage data are available for 
District 5. The bureau explained that 
stock data for that district only were 
furnished by Bureau of Mines, which 
does not collect capacity informa- 
tion.) 

Commenting on the lag of more 
than seven weeks in reporting new 
data, the bureau said it hoped to be 
able to cut this to about five weeks 
once things got rolling. Target date 
for the Sept. 1 report is the week of 
Oct. 12. 

In addition to the 44% of Aug. 1 
stocks which were located in District 
1, the report showed 36% in District 
2, somewhat less than 10% in Dis- 


Heating Season Warmer 


Than Normal on Coasts 


CLEVELAND—wWeather across the 
nation since Sept. 1 has generally 
been mild for the season. The East 
and West Coasts have been warmer 
than normal. The Midwest and 
Southeast have been about normal. 


Degree Day Summary 
Season Sept. i—Sept. 27 
East Coast 1952 1951 
Bostont ...... 55 27 
New York ....... 13 13 
Philadelphia . 10 : 
Washington? . ‘ 14 
Average ........ 23 1 


Midwest 

Chicagot .......... 

Cleveland . 

Detroitt so venes 

Minneapolist ..... 

Omahat jonene 

Bt, ELewts wccccses 
Average 


Southeast 

Birmingham, Ala 

Charleston, 8. C. .... 

Nashville, Tenn.t .. 

Raleigh, N. C. 
Average 


West Coast—Rocky Mt. 

San Francisco ...... 113 160 104 

BeMAAS 2 nce ccccsccecs 80 99 147 

Denvert .....ses+0% 67 130 93 
Average gbeses 87 130 115 


Degree days are on 65 deg. F. basis 
t Readings at airport office Readings in 
other cities taken at downtown (city) offices 


Secondary Stocks 


trict 3, more than 2% in District 4 
and more than 7% in District 5. 

In addition to the fact that stor- 
age capacity for District 5 is not 
shown, the bureau also emphasized 
that this information cannot be di- 
rectly compared with the 1948 Census 
of Business data, since that included 
capacity of bulk terminals of refiner- 
marketers. Bulk terminals represent 
primary storage. 

Census of Business for 1948 showed 
that storage capacity at bulk p!ants 
and terminals totaled 184.9 million 
bbls. 


Basis of Figures —- Estimates are 
based upon a probability sample of 
three groups of firms holding second- 
ary inventories. First portion of 
sample represents jobbers in PAD 
Districts 1, 2, 3 and 4 and is based 
upon the 1948 Census of Business 
lists of jobbers operating petroleum 
bulk stations and distributing (bulk) 
terminals during 1948, This sample 
does not reflect jobbers entering busi- 
ness since 1948, except to the extent 
they may be successors to, or op- 
erating facilities of, companies in 
business in 1948. 

Second portion represents refiner- 
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GASOLINE—48% 
DISTILLATE—46% 
KEROSINE—50% 
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GASOLINE—63% 
DISTILLATE—55% 
KEROSINE—49% 
RESIDUAL—70% 


GASOLINE—61% 
DISTILLATE—63% 
KEROSINE—65% 
RESIDUAL—66% 








PERCENTAGE of secondary storage capacity filled with principal products as of Aug. 1, 1952 in various PAD districts is shown in 
this map prepared by Census Bureau. “Distillate” includes Nos. 1-4 fuel oil and light Diesel type oil. “Residual” includes Nos. 5-6 


marketers with inventories and sec- 
ondary storage in four districts and 
is based upon a list of refiners sup- 
plied by and termed complete. by Bu- 
reau of Mines and petroleum industry. 
Third portion represents District 5 
and is based on information supplied 
by Bureau of Mines. The report in- 
cludes consignee storage. 


Because estimates are based on a 
sample, exact agreement with results 
that would have been obtained from 
a complete census of secondary in- 
ventories and capacity is not expect- 
ed. Estimates may be off from less 
than 0.5% to 2% for various districts 
and about 1% for total U. S. 


Census Bureau also reported that 
the Sept. 1 report will include an es- 
timate on secondary stocks for the 
same day a year ago. 


fuel oil and heavy Diesel oil 


Defense Orders for the Oil Industry 


(Issued September 23-29, inclusive) 

This description of oil defense orders pro- 
vides a weekly summary of government regu- 
lations that may affect NPN readers. We will 
appreciate our readers letting us know when 
they think that we have omitted a regulation. 


Complete copies of the official text of these 
orders can be obtained from Platt’s OIL-Law- 
GRAM Reports, 1213 West Third St., Cleveland 
13, Ohio, a publication which reproduces aud 
mails out the orders on oil upon issuance. 
Minimum charge for single copies, $1.00, 
postage paid. One year’s service, $100. Less 
than one year’s service pro rata plus $5.00 
for handling. 

CODE: NPA—National Production Author- 
ity; ESA — Economic Stabilization Agency; 
PAD—Petroleum Administration for Defense; 
ODM—Office of Defense Mobilization; DPA— 
Defense Production Administration; DTA — 
Defense Transport Administration; WSB — 
Wage Stabilization Board; OPS — Office of 
Price Stabilization. 


List of Orders 
OPS—4)ffice of Price Stabilization 


GCPR, SR 29, Amdt. 13—Ceiling Price for 
sales at retail and wholesale. 


SSB—Salary Stabilization Board 

Int. 3, Rev.—Profit sharing under GSSR 2 
WSB—Wage Stabilization 

Notice—Regional offices. 


What Orders Do 
Office of Price Stabilization 


SALES RETAIL AND WHOLESALE—Amat. 
13 to SR 29 of GCPR—Permits reseller, who 
is part of integrated operation that has 
separate manufacturing and selling units, to 
apply for authorization to increase ceilings at 
selling level for all products in entire category 
or product line. 


Salary Stabilization Board 


PROFIT SHARING UNDER GSSR 2—Int. 
3, Rev.—Revises the references in the Inter- 
pretation, and incorporates the amendments 
of the previous interpretation. 


Wage Stabilization Board 


REGIONAL OFFICES — Notice—Refers all 
written communications concerning wage sta- 
bilization matters to the nearest regional Wage 
Stabilization Board. 


Secondary Stocks and Storage Capacity for Oil Products on Aug. 1 





PAD Districts 
District 1 
District 
District 
District 
District 


(thousands of bbis.) 








(*) Data for District 5 supplied by U. 8. Bureau of Mines. 
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Texaco Washes Hands of DJ ‘Deal’; 
Ruling on Motions Set for Oct. 1 


NPN News Bureau 
WASHINGTON — At NPN press 
time this week, the decks again were 
being cleared for what promised to 
be another fast round in the Justice 
Department’s “cartel” attack against 
U. S. and foreign oil companies, with 
U. 8S. District Judge James R. Kirk- 
land slated to rule Oct. 1 on various 
motions to “quash” or limit the sub- 
poenas, or extend the compliance 
date, plus seeking transfer of the en- 
tire proceedings from the District of 
Columbia. 


In addition to persistent resistance 
to the subpoenas, being maintained 
by the six companies filing the bulk 
of some 20 motions, a relatively new 
development was introduced on Sept. 
29 when The Texas Co. washed its 
hands of DJ’s subpoena-compliance 
“deal” and joined the other six in 
attacking the subpoena in court, 


Delay Possible—There was a pos- 
sibility that Judge Kirkland might 
postpone a ruling on all of the mo- 
tions in order to study them more 
closely, or might rule only on one 
portion of them. Some attorneys felt 
the “transfer of venue” motions 
might have top priority, what with 
the federal grand jury due to recon- 
vene here Oct. 2. 


Judge Kirkland would not specu- 
late on any of these possibilities on 
Sept. 20, telling NPN that he had 
only been informed the previous day 
of his assignment to hear the argu- 
ments and had not had time to study 
the various papers filed by the com- 
panies. As of Tuesday morning, he 
was not aware of the Texaco mo- 
tions filed late Monday afternoon, 


and the hearing was to commence | 


Wednesday morning. 
‘Flew the Coop’—Commenting on 


the Texaco move, L. J. Emmerglick, | 


special assistant in charge of the 


“cartel” case for DJ, said it definite- | 


ly meant that the company “flew the 
coop.” 
fer” to all the companies to postpone 
full compliance was contingent upon 


refraining from attacking the sub- | 


poenas in court. 


This would line up Texaco with 
the other six who have fought the 
subpoenas from the start—Socony- 
Vacuum, Standard-Vacuum, Jersey 
Standard, Standard of California, 
Aramco and Caltex. If the court 


rules against them, they will have | 
until Oct. 3 to submit the documents | 


demanded by DJ. ; 
In another, but slightly different, 


turn-around last week the Anglo- | 
Iranian Oil Co. asked the court to) 
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He emphasized that his “of- | 





“quash” or modify its subpoena. The 
company revealed it had accepted the 
DJ “deal” and had been submitting 
since Sept. 15 its documents located 
in this country. But now it was 
balking at DJ’s demands for papers 
located outside the U. S. Anglo- 
Iranian pointed out that the British 
government owns more than 50% of 
the company and submission of some 
papers might endanger U.K. relations 


with other nations and be in viola- 
tion of the British Official Secrecy 
Act. 

Should the court support DJ, inci- 
dentally, there was considerable 
doubt as to how Anglo-Iranian, a 
foreign company, could be compelled 
to comply with the Oct. 3 deadline 
that would then be imposed. 

The Texaco statement on terminat- 
ing the “deal” with DJ did not spell 
out what records already had been 
submitted nor at what specific point 
in the DJ demands the company was 
balking. Texaco declared that it 
would have to file more than 20 mil- 


Enjoy improved, lower-cost delivery service 


No other pump for tank 
trucks gives so much in satisfactory service at so 
little cost. Excellent for single or split loads. By-pass 
valve permits pump and motor to operate freely 
when nozzle valve is closed without building up 
pressure in hose. Requires only one operator. Elimi- 
nates retracing steps between truck and tank. Cuts 
delivery time. Operating on an economical 1% HP 
gasoline engine, a Power Pack dispenses up to 20 
gallons per minute. Delivers 10,000 gallons of fuel 
on a gallon of gasoline. Write for bulletin and prices. 


——— yy 


OKHEIM 


COMPARE THE VALUE 





Other Power-Pack 
FEATURES 


Equipped with Register and 
Totalizer; Ticket Printer, 
optional — Rotary pumping 
unit and meter of same type 
as used in famous Tokheim 
Computer pumps — Gate 
valve ( dard) elimi 
need for pre-determined stop 
mechanism — Rigid, welded 
steel frame; streamlined 
metal housing — Easy, eco- 
nomical installation — Mod- 
erately priced. 














General Products Division 


TOKHEIM OIL TANK AND PUMP CO. 
1650 WABASH AVENUE, FORT WAYNE 1, INDIANA 


Factory Branch: 1309 Howard St., San Francisco 3, Calif. 
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in the government’s move against for- 
eign oil operations: 

1. The Empire State Petroleum Assn. 
was told that the Federal Trade Com- 
mission’s “cartel” report was influ- 
enced by the co-operatives and that 
the lot for small Independent oil dis- 
tributors in this country would be 
made more difficult should the major 
companies lose control of foreign oil 
resources through the DJ’s “cartel 
action. 

2. A similar attack against the 
government’s activities was voiced 


lion documents and that this would 
take more than two years to com- 
plete, with cost to the company run- 
ning to more than $1 million. In a 
second motion, Texaco asked for dis- 
charge of the grand jury on the 
grounds that none of the transac- 
tions being attacked by DJ took 
place in the District of Columbia and, 
furthermore, the presence of 14 fed- 
eral employes left doubts as to the 
“propriety” of the grand jury. 
Other Developments — There were 
these other developments last week 





































































~~ Complete Line Lube Oil, Gasoline, Kerosene 
Grease Dispensers and Rotary Pumps 
BARREL PUMPS... all types for dispensing oil, 


gasoline or alcohol. Available in one quart or 
gallon stroke. 

TANK UNITS .. . for dispensing kerosene, 
gasoline or lube oil. Capacity from 60 gallon 
round tank to 120 gallon square tank. All 
equipped with gallon stroke pumps. 

GREASE DISPENSERS . . . twenty-five pound 
all welded with Quick Seal Fill—equipped with 
detachable meters measuring pints and fractions 
thereof up to six pints. Approved and passed by 
sealers of weights and measures. 

There’s a Wayne product to fill every need 
. » . with nationwide service to back up every 
product. Write for complete catalog today. 


THE WAYNE PUMP COMPANY 


SALISBURY, MARYLAND 2 TORONTO, CANADA 
PHILLIPS DIVISION: 1432 STATE AVE. + CINCINNATI 4, OHIO 




































































by James Terry Duce, Aramco vice 


president, who wa.ned that the “car- 
tel” proceeding might cost the U. S. 


its world position (see p. 40 for com- 


plete statement). 


3. Jersey Standard told stockhold- 
ers and employes that FTC made no 
attempt to check with the company 
in develop.ng the “cartel” report. The 
company also pointed out that the 
Mutual Security Agency’s “over- 
charge” suit on Middle East crude 
sales is a highly complicated issue 
over which discussions have gone on 
for several years with no agreement. 
Jersey was confident it would be vin- 
dicated on both scores. 

Jersey Standard Statement Ob- 
Serving that the bulk of the FTC re- 
port consists of facts “wideiy known 
for many years,” President Eugene 
Holman and Chairman Frank W. 
Abrams declared: 

“The authors of the report have 
given their own interpretations to the 
facts) however. We feel sure that 
these interpretations give a complete- 
ly wrong impression of the actual re- 
lationships between the companies in- 
volved, 

“During the preparation of this re- 
port, it may be noted, the FTC staif 
never consulted this company nor did 
it give us the opportunity to discuss 
or comment on any of the interpre- 
tations, inferences, or allegations 
made.” 

Jersey officers outlined MSA con- 
troversy as follows: 

“In simple terms, the basic issue in- 
volves the fact that during the period 
of ECA aid relatively small quanti- 
ties of Persian Gulf crude oil moved 
to the Western Hemisphere at prices 
which, at the point of origin, were 
below those for much larger volume 
of this crude which moved into Eu- 

ropean countries. The MSA claims 
that all sales of crude oil from the 
Persian Gulf financed by MSA should 
have been at the lower prices. .. . 

“Of further interest may be the 
fact that the price of crude oil in the 
Persian Gulf, which has been pro- 
tested by the MSA as being too high, 
is materially less than the price of 
equivalent quality crude oil sold at 
U. S. Gulf ports. These prices, both 
in the Persian Gulf and the U. S. 
Gulf, are well known and publicly 
available.” 
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Sun Explains 1.6¢ Gasoline Margin 


PHILADELPHIA—Margin of 1.6c 
per gal. which Sun Oil’s board of di- 
rectors allows for direct marketing 
of motor gasoline (see NPN, Sept. 
24, p. 27) is not the company’s “mar- 
gin of profit” on such business, as 
some oil men have erroneously as- 
sumed, but the margin or allowance 
to cover the company’s distribution 
costs, Willard W. Wright, Sun’s gen- 
eral sales manager, said Sept. 29. 

Only motor gasoline sales made di- 
rectly to dealers and commercial ac- 
counts are computed within 1.6c mar- 
gin, but that volume represents about 
90% of such sales, Mr. Wright said. 

Statement issued in reply to ques- 
tions raised by jobbers reiterated 
some points included in an address to 
Ohio marketers and clarified others, 
as follows: 


1. Sun includes in distribution costs 
such items as construction, mainte- 
nance, sales and training costs, adver- 
tising and other costs usually asso- 
ciated with marketing gasoline. 


2. The 1.6c figure is a definite and 
specific spread between marketing 
department’s weighted average tank 
wagon price for all sales districts and 
netback to refinery before freight. 

3. When tank wagon prices are re- 
duced—directly or by discounts to as- 
sist dealers to meet their price com- 
petition—refinery netback is lowered 
in amount of such tank wagon reduc- 
tion. 


4. Under Sun’s procedure, market- 
ing department accepts delivery at 
its terminals or warehouses and bears 
all subsequent costs, including han- 
dling losses. Marketing department 
assumes in-transit loss on all move- 
ments from refinery .other than by 
pipe line. Material is transferred 
on temperature basis. 


5. Sun does not expect its distribu- 
tors to operate under same margins 
company sets for itself, but adjusts 
prices to distributors to compensate 
for differences arising from geograph- 
ic and other operating factors. 

6. While Sun finds 1.6c more than 
adequate to cover cost of direct dis- 
tribution of motor gasoline to its 
dealers within framework outlined, 
others may not be able to operate 
within such a figure. 

For Sun Only — Mr. Wright said 
that his “only purpose” in mention- 
ing 1.6c figure originally “was to in- 
dicate that, under our accounting 
and distribution methods, we have 
been able to keep our costs for direct 
marketing of motor gasoline below 
1.6c a gallon and that as a result we 
regard those operations as profitable.” 
He added: “I did not mean to imply 
that such a margin should be or could 
be applicable to any other marketer.” 
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Question raised regarding frame- 
work of factors within which 1.6c 
margin is applicable, Wright said, 
“aptly illustrates the point I made to 
the Ohio marketers that a variety of 
distribution and accounting methods 
exist in the industry and that there- 
fore the experience of any one mar- 
keter as reflected by accounting re- 
sults was not comparable with those 
of others.” 


‘Gas’ Loss Booklet Available 


NPN News Bureau 
NEW YORK—New booklet entitled 
“Stop Gasoline Losses” has been pub- 
lished for gasoline retailers by sub- 
committee of API's Committee for 
Development of a Service Program 
for Marketers, and Oil Industry In- 
formation Committee. 
Printed in two colors, 16-page book- 
let has cartoon-style format. 
The booklet is being made available 
to industry at cost, $40 per thousand. 


Car manufacturers 
KNow lamps - and 
most of them 
CQuip with Tund-Sol 


Ah 


WHAT BETTER ENDORSE- 


MENT OF TUNG-SOL FOR 
REPLACEMENT USE? 


You couldn't ask better proof that Tung-Sol 
lamps are the best for replacement use, too. 


Don't forget that every car and truck that 
comes into your place is good for an average of 


$1.50 a year in replacement lamp sales. 


(The 


total lamp replacement market is $72 million a 


year. Get your share.) 


Tung-Sol gives you a complete line for 
every car on the road -— including the new line 
of real tough 12-16 volt lamps for trucks 


and buses. 


Make double profit on lamps by 
installing them when doing other work, 
so you can charge for labor as well 


as lamps. 


P.S. Over 13,000,000 cars have 
been factory—equipped with Tung-Sol 


signal flashers. 
for replacement work. 


Order a supply 
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UTO LAMPS 


TUNG-SOL ELECTRIC INC., 


NEWARK 4, N. J. 


Sales Offices: Atlanta, Chicago, Culver City, Dalles, Denver, Detroit, Nework, Philadelphic 
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An Oil Man Who Was There Speaks Up 





In Answer to FTC's | 


A man who helped fight the jungles, deserts, swamps 
and hostile natives to push oil development abroad 
for U. S. tells the Pacific Coast Conference in San 
Francisco that the Federal Trade Commission’s think- 
ing in the “cartel” report is dangerous to the country. 
This man is James Terry Duce, vice president of 
Arabian American Oil Co., New York. Partial text 
of his talk follows. 


By James Terry Duce 


We are discussing today Point IV. The concept is 
not new—it was simply given greater force and 
clarity by President Truman in his inaugural address 
some four years ago. But it is an old concept of 
which there are many examples about the world—it 
is peculiarly American in that it shows our faith in 
the American system—faith in the ability of man, 
given the opportunity to improve himself, to conquer 
his environment and to make the world better for 
having passed through it. 

Let us go back some 35 years ago. The great war 
of those days was over. The peace makers sat at 
Versailles to make that peace of revenge that bred 
the still greater war of the 40’s, but the great war 
had made plain one thing—that national defense of 
the future was tied closely to the new engines pow- 
ered by oil and its products—the planes and the tanks, 
the trucks and the cars were to furnish the motive 
power of war and by relieving man of some of the 
limitations of time and space were to change the 
world. 

To some of us youngsters setting out to find our 
place in the world at that time, this was a new vision. 
But the prophets of the day saw a speedy end to this 
phase of the mechanical age because the supplies of 
oil would run out, the great natural deposits in the 
main, they said, had been found. Further than that, 
even the area in which to prospect had been firmly 
grasped by the British who by control of oil supply 
would rule the world. The prophets were govern- 
ment men and the government of the United States 
was alarmed. The oil companies were urged to search 
to the ends of the earth for oil for tomorrow. 

I was in that search. It seemed to me a patriotic 
endeavor and it had other rewards than the purely 
financial ones—for when one found oil in foreign 


countries it was often where the people were des- 
perately poor. So with the advent of the American 
oil men, new towns arose, sanitary methods were in- 
troduced, wages were raised and life expectancy rose. 

However, the search was not easy. I can remember 
traveling in canoes down the unexplored white waters 
of the Amazon’s tributaries with the caribes, the sting 
rays and the electric eels waiting for the unfortunate 
voyager, while the ghosts of malaria and dysentery 
haunted us. I recall the attacks by wild Indians, the 
hunger, the privation that were part of the daily grist 
of the geologists that made that search. But the 
search went ahead even though tragedy came to some 
of us. We found the oil and you and many genera- 
tions after you will benefit from the exploration. 

As an example of the results, I well remember Bar- 
ranca Bermeja in the Magdalena River Valley, amid 
its swamps and jungles. Of the people who lived 
there, all had malaria and hookworm. Wages were 
50c per day. Life expectancy was only 23 years. 

Many of my American friends did not believe that 
a large producing and refining operation could be 
carried on in such a place. A great oil executive 
told me no man could build pipe lines through those 
swamps. But the geologists found a great anticline— 
the job of finding oil was done—the swamps were 
oiled and the malarial mosquito vanquished. Men 
were cured of their hookworm, wages were raised 
and men trained in the modern mechanical skills. 
Homes and hospitals were built and the pesthole be- 
came the healthiest town in the lower Magdalena 
Valley while the oil came down the Andean pipe line 
to the sea and into the trade of the world. I had no 
part in this particular endeavor, but it was a source 
of pride to me as an American. 

I have seen many similar things happen about the 
globe—in the swamps of Venezuela, in the deserts 
of Peru, in the Near East and in the jungles of 
Sumatra. The value of such developments is incal- 
culable and they have paid their way. No one has 
subsidized them. They have always made a net profit 
to the United States though many companies have 
lost millions. No longer is there fear that the British 
or any other people alone will control the oil of the 
world. We are safe from that danger. 

In the meantime, the demands of the world for oil 
have grown by leaps and bounds. In 1920, when I 
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first went abroad, the world consumption of oil prod- 
ucts was 1,900,000 bbls. per day; in 1952, it is 11,400,- 
000. In 1920 the price of Mid-Continent crude oil 
was $3.07 per bbl. and you paid the filling station 
man 29.83c per gal. for gasoline. The same crude 
now sells in the Mid-Continent for $2.56 per bbl. and, 
now, at the same filling station in San Francisco, you 
will pay 19.3c per gallon to the company while the 
good State of California now takes 4.5c and the 
United States Government 2c—making 25.8c in all. 
The question of taxation is too broad for me to go 
into here. But let us for a moment look at some 
of the results of this work abroad—and I shall cite 
Arabia. 

In 1933 on the desolate and sun-swept coast of Al 
Hasa some four Americans landed. The coast had a 
reputation for fierce inhospitality coupled with a ruth- 
less climate. Its diseases were hunger and malaria. 
It is now some 20 years later and the basic wage in 
Al Hasa has multiplied ten times—hospitals have been 
constructed—20,000 people find employment, new and 
sanitary towns have sprung up, railroads and ports 
have been built, the burdens of government financing 
have been eased and this year the government of the 
desert Kingdom of Saudi Arabia relieved the pilgrim 
to Mecca of the dues which they have paid from time 
immemorial. 

Further, thousands of men have been instructed in 
all sorts of trades and arts and have taken those 
skills into the remote parts of King Ibn Saud’s desert 
kingdom—and the process has just begun. Further 
than that, the discoveries in the Middle East have 
banished for a long time to come the problem of oil 
shortage, if politics does not intervene as in Iran. 

What has this cost the United States Government? 
It was alleged by some imaginative gentleman that 
the United States Government had spent $100,000,000 
in Saudi Arabia. This, of course, included loans which 
have since been repaid and advances by the British 
Government. But let us suppose, by stretching our 
imaginations, we could conclude this figure was right. 
The United States Government has already received 
more than this in taxes. So this is Point IV without 
benefit of aid from that much-over-burdened person— 
the United States taxpayer. 

I now come to the report prepared by the staff of 
the Federal Trade Commission on the international 
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oil industry. That report, written by staff economists, 
is an unrelieved series of accusations of conspiracy 
to control world oil prices. No mention is made of 
the great technical achievements that make possible 
the vast oil product supply system which extends to 
every corner of the world. Indeed, if I get the au- 
thors’ thought—that very system, one of the tech- 
nical marvels of the age, is an offense in itself even 
though it has resulted in cheaper oil to the consumer 
whenever taxation permits. There is no mention of 
what has been done, no trace of pride in the achieve- 
ments of Americans in the difficult and dangerous 
places of the globe—no analysis of the constructive 
effort that serves so well the strategic needs of the 
free world. All of this the economists of the FTC 
staff seem to think was a vast conspiracy to fix the 
price of oil in the international market. There is also 
no trace of understanding of the very great problem 
of financing these immense operations in far distant 
countries where political dangers are ever present 
and financial hazards very great. You better not be 
in the oil business if you lack that priceless virtue— 
courage. . 

As one result of the issuance of the FTC report a 
grand jury is conducting an investigation that could 
result in an indictment under the Sherman Act of 
companies and individuals operating abroad. 

Is it seriously claimed that the United States’ laws 
extend into foreign countries? If so, it is a dangerous 
business!! It may stop constructive action in the 
interim while such maneuvers proceed and oil devel- 
opments everywhere abroad may experience a creep- 
ing paralysis. The source of funds necessary to ex- 
plore, drill wells, build plants and pipe lines to meet 
the ever growing demand of our motor age may well 
dry up. Meanwhile, the propaganda of those de- 
tractors of the United States will be enriched; poli- 
ticians everywhere will have ammunition furnished 
them to attack American rights. We may indeed 
lose’ our hard won position in the world. What a 
triumph that would be! Our enemies would certainly 
gloat over us. Little did we expect this when we set 
out to explore the world. 

The economists of the Federal Trade Commission 
have not been deep in the jungle at night listening to 
the crash of the storm or been lost on the endless 
rivers of South America or made friends with Bedu 
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in the desert. For my part, I do not 
believe that the law was made to be 
a brake on constructive action nor 
its proceedings devised so that they 
lend aid to our enemies. It seems to 
me that if the Government of the 
United States believes the oil com- 
panies abroad are not operating in 
the public interest, it should call the 
companies together and discuss the 
matter with them and suggest a 


course of action. In this way we can. 


go forward—in this way can the low- 
ering clouds of uncertainty be dis- 
solved. 


I shall pause here to pay my at- 
tentions to the so-called economists, 
who like John Bunyan’s “Man with 
the Muck Rake” looked only at filth 
and saw not the light celestial above 
their heads. And even then, the com- 
parison is not wholly apt for in some 
of their operations there is a sort of 
an inverse likeness to John’s famous 
relative, Paul. Let me illustrate: 


I cite the Federal Trade Commis- 
sion report speaking of the period 
from 1927 onwards: 

“Instead of competing for the 
development of oil resources, the 
international oil companies 
turned their attention to limit- 
ing output and ‘also allocating 
world oil markets.” 

Let us turn to the record. During 
the period from 1927 to 1950 world 
production rose from  1,262,582,000 
bbis./annum to 3,780,973,000 per an- 
num. In that period new countries in 
which oil was found for the first time 
and developed included Iraq, Kuwait, 
Saudi Arabia, Qatar, Albania, Aus- 
tria, Hungary, Bahrein and Formosa. 
In Venezuela alone production rose 
from 63,000,000 to 542,000,000 per 
year. What does the staff of the 
FTC think we were doing—playing 
tiddley-winks during these years? 
Someone found these new fields. 

During this period we invested 
abroad 20 billion dollars. The FTC 
staff might say that we made that 
out of our properties, but any dollar 
you invest was earned somewhere. 
This kind of economic analysis pro- 
duced in the FTC report is a com- 
pound of ignorance and malice—tell- 
ing an imagined story with subtle in- 
nuendoes so that the unwary are led 
to confuse prejudiced opinion with 
fact. Such writing is not economics, 
it betrays and debases that much 
maligned science. It is such analyses 
as this which have given it the repu- 
tation of being one of the black arts 
and its practitioners the name of 
necromancers. 

As for myself, I am glad that I was 
there when we set out on our search 
for the oil of the world. Tomorrow 
we shall go out into the seas—the 
first great industry to start the ex- 
ploration of the land surfaces under 
the ocean—five-sixths of the world’s 
surface—and despite the ‘“tinterillos” 
—the pushers of the pen immured in 


their ivory towers, we shall develop 
these undersea riches for the benefit 
of the world. 

Where were you, oh FTC staff, 
when the battle was fought against 
oil shortage? I suspect you were 
where you are now—“restraining 
trade”. I am glad I was in the battle 
line for we can make the world over 


—you cannot. The world must be 
supplied with oil—we must compete 
with other sources of energy and it 
must be done on a world scale. We 
must find the brains, the capital, the 
courage and the men to carry the 
work on. We must tame the jungle 
and the desert. This is Point IV at 
work—this is the way toward peace. 


Top Agency Gets Crude Decontrol 
Request; Station Labor Cost Eyed 


WASHINGTON—The pricing prob- 
lem centered largely on West Coast 
developments this week plus a re- 
quest to the highest defense agency 
authorities for intervention on crude 
oil decontrol. 

Following a two-day meeting of 
the OPS West Coast Petroleum 
Wholesale Advisory Committee and 
other discussions with West Coast 
industry representatives, OPS pre- 
pared to take these steps: 

1, Refer to the Petroleum Admin- 
istration for Defense for its views 
and comments the request by Stand- 
ard Oil Co. of California for price 
ceiling boosts on crude oil and pass- 
through increases on products. 

2. Continue its current survey on 
the West Coast as result of another 
petition for price hikes from Cali- 
fornia crude producers. 

3. Collect information on service 
station labor costs on the West Coast 
to determine whether an adjustment 
in the gasoline retail margin is nec- 
essary. 

The Standard of California petition 
requests increases on crude ranging 
from 50c per bbl. for 35 degrees API 
and above down to 10c per bbl. for 
14 degrees API and below. These in- 
creases would be passed through on 
petroleum products. 

PAD will be asked, among other 
things, about the specific supply sit- 
uation on the West Coast, the prob- 
able effect of such a price increase, 
how such an increase would affect 
idle refining capacity and what the 
probable effects would be on the de- 
fense effort. 

OPS considers this matter doubly 





New Oil Price Chief 


WASHINGTON — Gregg B. 
Burkhalter of Gulf Oil Corp. 
took over Oct. 1 as chief, Pe- 
troleum Branch, Office of Price 
Stabilization, succeeding Loring 
T. Cramer, who was formerly a 
marketing specialist with Con- 
tinental Oil Co., and is now re- 
tired. 











significant because any increase 
granted on the West Coast might re- 
sult in ceiling boosts across the rest 
of the country. 

A simple form has been advocated 
for determining whether ai; increase 
in gasoline retail ceilings is neces- 
sary. It would reflect comparison of 
labor costs for the first six months 
of 1951 and 1952 with the objective 
of determining the effect of the 40- 
hour work week on stations in gen- 
eral. 

There were these other develop- 
ments on the pricing front: 


Crude Oil—The Independent Petre 
leum Assn. of America appeakd to 
Defense Mobilizer Fowler to hel}, it 
secure decontrol of crude oil prices 
and fired another letter to Price 
Stabilizer Woods asking him to re- 
consider his recent denial of IPAA’s 
petition. 

IPAA General Counsel Russell B. 
Brown wrote Mr. Fowler that the 
drilling expansion program drafted 
by PAD was being jeopardized, ad- 
ding “it is believed that the responsi- 
bility which lies with your office of 
expanding productive facilities for 
the defense program must now be ex- 
ercised in the interest of national 
welfare.” 


East Coast—An OPS ruling this 
week holds that consignment distribu- 
tors are not entitled to the 0.15c por- 
tion of the recent 0.8c per gal. price 
increase for East Coast heating oils. 


The legal interpretation of Supple- 
mentary Regulation 10 to Ceiling 
Price Regulation 17 was made by Wil- 
liam R. Pierce, chief counsel, Rubber, 
Chemicals, Drugs and Fuels Division 
as follows: 

“This supplementary regulation does 
not require a seller to increase his 
selling price to the full amount of 
increase permitted in his ceiling price. 
In those cases where the major sup- 
pliers distribute through consignment 
distributors, who receive a commis- 
sion on sales, the ceiling price of the 
product is the ceiling price of the 
major supplier. Such a distributor is 
a commission agent and as such his 
commission is deducted from the sell- 
ing price of the principal. The com- 
missions received by commission 
agents are not subject to price con- 
trol and are subject only to negotia- 
tions between principal and agent.” 
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Study Would Show How Federal Control Fails 


Quite indicative of the stubbornness of old time “big 
business,” against which political aspirants still bellow, 
is the fact that after about three quarters of a cen- 
tury the old Pennsylvania Railroad the other week at 
the meeting of the National Petroleum Assn., appealed 
to the oil shippers—whose rebellion had had much to do 
with enacting the governmental restrictions—to join in 
getting the railroads freed from unnecessary and un- 
intelligent government control. 

One can hardly imagine anything more fitting than 
to see “the old Pennsy” come with hat in hand and 
ask for help from the sons and grandsons of the oil 
men whom the railroad tried so hard to put out of busi- 
ness way back in the early days of the refining of oil 
in Pennsylvania. Those old refiners must have felt like 
trying to push up the dirt from their graves to get 
back in the rough old world again and cheer and say, 
“We told you so.” 

And those early-day refiners would have been honest 
enough to have added, 

“We did not want to strangle you with government 
regulation, in fact we had no idea government regu- 
lation would get as far as it has. But you brought it 
on yourselves. You persisted in making regulations 
and rates to keep us out of business. You would not 
listen to reason, in fact you would not even give us a 
hearing until we got you down on the floor and beat 
your heads against it. Even then you said ‘no’. So 
we had to go to Congress, we had to ask for the Inter- 
state Commerce Commission, we had to get for it au- 
thority not only to stop your bad practices but to fix 
your rates, and practically run your business for you. 

“Yes, the ICC has gone too far and, yes, it set a precedent, 
for the government has been trying to get a noose 
around our neck ever since, but, brother, at the time 
you certainly had it coming to you, you and the founders 
of the old Standard Oil Company, for whom you worked.” 

As we said in our salute to the National Petroleum 
Assn. on its 50th birthday celebration (NPN Sept. 3, 
1952, p. 41), that organization came into existence 
because of the slugging policy of the old Pennsy and 
other railroads, and it had much to do with getting writ- 
ten into law the regulations against which the rail- 
roads now protest and for the rescinding of much of 
which the Pennsy now solicits the co-operation of the 
descendants of these hard-fighting early refiners. 

But what to do about it? 

The writer, whose oil publishing business started in 
the days when this anti-railroad fight was beginning to 
win and who believed in the merits of the fight with all 
his heart, has of more recent years wondered if the fight 
did not go too far, had not “won” too much in the 
name of “the peepul.” 


What if the Pennsy and the other railroads, be- 
cause they all were equally guilty of deliberately 
and roughly rooking the small shipper, had gotten 
“religion” soon enough to have headed off these 
regulations? Would not the country and the ship- 
pers have been much better off? 


The roads would have been free to lower, and, yes, 
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when necessary, raise rates quickly and without the 
delay of long hearings? 

The roads would have been free to meet their own 
competition, but especially to have met the new com- 
petition of truck and barge and tanker and now com- 
petition for both freight and passengers by air. 

The roads would have been free, under this urge of 
competition, each to have experimented for the pur- 
pose of surprising the others with new and cost-saving 
equipment, cost-saving motive power, new routes and 
better grades now that we have the tireless and highly 
efficient internal combustion engine earth movers, one 
bulldozer doing the work of many hundred immigrants 
with their shovels. 

Then, without the ICC setting and holding up what 
have since proved to be rates too high to meet this 
new competition, would we not have a more alert type of 
railroad men, officials and workers, with each of the 
latter so highly conscious of the competition of other 
roads and of these new means of travel, that they would 
not be joined in monopolistic unions so powerful as to 
try and run the country and, particularly, to establish 
and maintain “makework” rules, and “featherbedding” to 
protect their own inefficient and costly efforts? 


We know that around the corner from here there 
will be much cussing if they see this editorial, in the 
offices of the most powerful and tyrannical unions, dedi- 
cated to high inefficiency in railroad operation—the 
railroad brotherhoods. They, too, were at least partly 
the result of the old hard-boiled railroad policy. Now 
they are so strong and powerful that they are con- 
tributing largely to the high cost operation of the 
roads that prompts the old Pennsy to go to the grand- 
sons of their early oil critics and plead for succor 

Perhaps if there had been honest and free competi- 
tion in those early days and if the railroads had be- 
haved theniselves toward the shippers, the oil industry 
might not have quite so many passenger cars and trucks 
to supply with fuel but, even so, the chances are there 
would not be much less oil business today because of 
the tremendous efficiency of the internal combustion 
engine. 


It should be much to the point if a serious study 
could be made of such a picture, and in the study to 
take a look ahead from the efforts of today to im- 
pose still more government control over still more in- 
dustries and their products. 


The National Petroleum Assn. is an excellent organiza- 
tion to inaugurate such a study, for F. B. Dow, its 
general counsel for the past 30 years, was for many 
years prior to that, a lawyer on the staff of the ICC. 
He saw much of the early fighting to make the rail- 
roads play fair with the shippers and the public, and 
he carried on much of the fight against the roads after 
he came with the NPA. Since the shippers got the up- 
per hand over the old Pennsy, Mr. Dow has continued 
to live and work in Washington in the center of the 
many, many moves of all the “Deals”, to extend gov- 
ernment command over all industry, including the oil 
industry with which Mr. Dow has been allied since he 
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departed the role of the “bureaucrat” to become a cham- 
pion of industry. 

Such a study could be made doubly interesting and 
valuable by reason of the advice of Ralph Champlin, for 
the past two years public relations vice president of 
the Pennsylvania Railroad and who probably had some- 
thing to do with the speech at Atlantic City of his 
brother vice president, Fred Carpi. Mr. Champlin, was 
formerly advertising manager and then public relations 
vice president of Ethyl Corp. His contact with oil was 
intimate and understanding and, if it may be said, his 
sales efforts with Ethyl.must have had much to do 
with helping these same Independent refiners further pull 
themselves out of the industrial hole they were in, thanks 
to the intemperate bullheadedness of the early day 
railroads. 

A fine study organization could be put together and 
could operate without too much expense. We can think 
of a number of retired oil men whose minds are clear 
and direct and not prejudiced by the past. We know of 
a railroad executive, also retired, who qualifies, and 
there should be more. 

Let them get to work on a report showing what les- 
sons can be learned from some half to three quarters 
of a century—depending on where you want to say 
the ICC’s power began—of government regulation of 
the railroads, and do not forget, it also was regulation 
of the shipper. 

The ICC, we believe, will be admitted by all to be 
the most efficient, the most effective, the most honest 
and dependable of government regulatory agencies, re- 
gardless of how inefficient and foolish some may now 
think it has been. The ICC has been the outstanding 
success, if it can be called that, of government bu- 
reaucracy. 

So a thorough appraisal of the results from its opera- 
tions in these days of the on-rush of socialism, govern- 
ment control, Communism and more downright crooked- 
ness, we believe, than ever in the “golden days of old’, 
should be of great help in enabling business men and 
the general public to judge the real value, if any, of 
such government control. 

If the ICC had been abandoned 30 or 40 years ago, 
after a fair appraisal that it was a hindrance to free 
competition and after the railroads had convinced all 
they would behave with the aid of our regular courts, 
would we today have all the other regulatory arms of 
government with a mighty army of bureaucrats clamor- 
ing for more bureaus and more power? 

We doubt it. 


Any such study group as suggested could not, of 
course, have any effect on this year’s elections, a fact 
which should help keep the study out of politics and 
insure the best job possible being done. Nor, there- 
fore, can one say the report of such a study will come 
too late, because we are going to have a steady en- 
croachment of government on our lives and our busi- 
nesses until some large and important group finally 
stands up and presents the facts of a great failure of 
government control. 

There is entirely too much in this subject for any 
one editorial. We hope only to start discussion toward 
consideration of a real study of the main subject by 
men who are competent to make it and well warranted 
from their experience in business to have an opinion. 

To the end that their work may be valuable they 
might well consider not having any New or other kind 
of Dealer on the study commission and its staff, maybe 
not a single college professor or political economist (so- 
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called), nor minister of the gospel, nor public welfare 
worker, but, however, an intelligent union man or two, 
if such a one can be found who really is honest with 
his principles—and men of industry who are sound 
thinkers. In any event let industry itself decide who 
those men should be. 

We will be glad to hear from you. 


Jersey Standard Protests Unfairness of FTC 


Now comes the Standard Oil Co. of New Jersey pro- 
testing the unfair conduct of the Federal Trade Com- 
mission in devoting several years to an investigation of 
that company’s “cartel” relations with governments and 
the rest of the industry abroad, publicizing inaccurate 
findings and never once asking it—the Standard—for 
any information to make sure that the Commission had 
all the facts and an intelligent understanding of them. 

Instead, the company points out, the Commission issued 
a report of “interpretations (that) give a completely 
wrong impression of the actual relationships between the 
companies involved.” 

Just as in the case of the “cartel” report of that Com- 
mission and Platt’s Oilgram Price Service, the Commis- 
sion acted as prosecutor, judge and jury and without 
giving the accused a single minute “in court.” In the 
case of the Oilgram, the Commission’s report is malicious- 
ly false and were the Commission a private body, the 
Oilgram publishers would take it into court immediately 
for full penalty. 

As the Standard of New Jersey vigorously condemned 
the FTC for its illegal activities, unexpected and vigorous 
support for the Standard’s criticism came from a quar- 
ter that years back had made many an appeal to the 
FTC for and on behalf of Independent oil marketers. 
Paul Hadlick, attorney for the National Oil Marketers 
Assn., wrote a strong criticism of the FTC to one of 
its members, John Carson, for “mimicking the FBI or 
masquerading as judges. False whiskers were never 
prescribed for your employes nor black robes for the 
commissioners . . . I am surprised Congress does not 
cut the commission’s throat entirely.” 

It has not always been true that any great number 
in the oil industry have been in any particular agree- 
ment with crusading Paul Hadlick, but with this blast 
by Hadlick last week, perhaps pretty close to everyone 
in the industry may agree. 

Much fear has been expressed by many citizens of the 
growing and unregulated powers of bureaucracy in gov- 
ernment. These fears have been met by the bureaucrats 
with exceedingly bitter and untrue blasts of how they— 
the bureaucrats—are always working on behalf of “the 
people” and that the critics of the bureaucrats repre- 
sent the powers of evil. 

This long and complicated cartel report of the FTC, 
made, so far as the record shows, without any consulta- 
tion with the “defendants,” uses high handed and critical 
and untruthful language, at least so far as the Oilgram 
is concerned. Now the complaint of the Standard of New 
Jersey cites an excellent and another example of what 
this country is going to be more and more faced with 
if the bureaucrats are permitted to grow in Washington 
and other centers of government. 

Unless this power of the bureaucrats to shoot citizens 
in the back on any occasion and without substantiation, 
notice or trial, is taken away from this “mess” that has 
flocked into Washington these last 20 years, we might 
as well invite “good old Uncle Joe” to send over a “ruler” 
for us now as later and spare us the annoying suspense. 
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OlIC Moves to Finalize '53 Plans 
And Avoid Rush During API Meeting 


By Raymond E. Bijorkback, Eastern Editor 


A change in 

pace in the plan- 

ning and program procedure of the 

Oil Industry Information Committee 

should be marked at the API annual 
meeting in November. 


For the first time since OIIC was 
established, it will not be holding a 
full-membership meeting coincident 
with the big API meeting in Chicago. 
The final quarterly meeting of 1952 
already is out of the way. 

The only members of OIIC who'll 
be in session in Chicago in November 
will be the planning subcommittee- 
men. And all of their spadework on 
OIIC’s proposed program for next 
year will have been done in ad- 
vance—most of it in the subcommit- 
tee meeting early in September at 
Atlantic City, and in the OIIC quar- 
terly meeting some days later in Chi- 
cago. 

That way, only possible final 
touches need be made in Chicago be- 
fore the 1953 plans are laid before 
the public relations committee of 
the API board of directors and the 
board itself. The plans, and their 
submission, should be the better for 
a more methodical and orderly prep- 
aration than has been possible here- 
tofore. 

New, too, at Chicago will be pro- 
cedure with respect to OIIC district 
chairmen. 

Their day at Chicago, Sunday, 
Nov. 9, instead of being taken up 
entirely with reports to the full com- 
mittee, will have two other phases. 
One will be the indoctrination of four 
new district chairmen; the other, the 
outlining of th® committee’s thinking 
for 1953 and a- new method for ap- 
plying it in the districts. 

Where, for the last couple of years, 
the districts have put special em- 
phasis on a different field of activity 
each quarter (farm projects during 
one period, women’s projects in an- 
other) the various projects will be 
scheduled generally over the year, 
if the API board approves. 

Schedules will take the form of 
check lists, arranged by months. Thus, 
two or three or more kinds of proj- 
ects might be scheduled for a single 
month. 
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Also planned is a check list on edi- 
torial material which will be made 
available to the districts. This will sug- 
gest ways the material might be used, 
either as is or adapted to suit the 
local committee. 


Still another OIIC “first” is in the 
works for the API meeting. The pub- 
lic relations session open to all 
comers, heretofore held at night, is 
scheduled for the morning of Nov. 10 
(Monday). Its listing on the program 


MIDWEST 


will be, “OIIC Reports to the Oil In- 
dustry.” 

One feature of this session will be 
a motion picture presentation of the 
way the OIIC program is being car- 
ried out in New England. The film 
will include scenes of the district’s 
committeemen in action. 

Talks at the session will be made 
by H. 8S. M. Burns, Shell, chairman 
of the API board’s public relations 
committee; OITC Chairman Charles Z. 
Hardwick, Ohio Oil; Edwin Esmay, 
acting executive director of OIIC; W. 
R. Huber, Gulf, chairman of OIIC’s 
advertising subcommittee; and Ralph 
Carey, Shell, chairman of the New 
England district committee. 

The OIIC quarterly meetings sched- 
ule for 1953 is as follows: 

Jan. 19-22, New Orleans; March 
23-26, St. Louis; May 25-28, Los 
Angeles; Sept. 14-17, Cleveland. 


Majors Worried by Farm Discounts; 
Seek to Preserve Tank Wagon Price 


By Leonard Castle, Midwest Editor 


There are 

strong _ indica- 

tions that some progress is being 

made in the campaign to bring a halt 

to the granting of discounts for farm- 

ers for dumps of 100 gals. and more. 

(See NPN, Aug. 27, p. 23, and Sept. 
10, p. 33). 


While jobbers have been the main 
offenders in resuming the practice. 
some major company commission 
agents also are guilty. Marketing ex- 
ecutives of some major companies: in- 
dicate that they are interested in 
preventing a breakdown in the con- 
sumer tank wagon price. The ques- 
tion remains as to what the Independ- 
ent jobbers will do. 

As an example of major company 
willingness to co-operate, the state 
manager of one supplier contacted 
J. A. Dennis, secretary of the Iowa 
Independent Oil Jobbers Assn., and 
arranged a conference to discuss the 
problem. Other major company men 
have indicated to Mr. Dennis that 
they also are desirous of maintaining 
a decent margin of profit on sales 
to farmers. 

Mr. Dennis, who has been a leader 
in the campaign against farm dis- 
counts, is urging his jobbers .to post 
their prices, and then to sell their 


products at these posted prices. This, 
he contends, would be good for the 
individual jobber, and good for the in- 
dustry. 

In a new report to Iowa jobbers, 
Mr. Dennis says: 

“I imagine some of you wonder why 
I am always talking about bad mar- 
keting practices. It is because I have 
seen so much of these disturbing fac- 
tors which result in a loss of profits 
you need. I am going to make this 
prediction: If these dump discounts 
continue the time is not too far away 
when there will be only one tank 
wagon market— and that will be 
dealer’s tank wagon. There will be no 
consumer price at all. You know how 
to prevent this—clean your own 
house ... I would hate to see a 
dealer’s tank wagon put into gen- 
eral practice. And I say again and 
again, you as an individual jobber 
can help to correct this evil.” 


Last week we commented about a 
complaint that several small jobbers 
in southeastern Wisconsin are install- 
ing tanks and pumps for farmers, 
selling the gasoline and fuel oil at 
the normal consumer tank wagon 
price, then. discounting at the rate 
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of le per gal. and applying this 
discount as a credit against the value 
of the equipment. 


This week, we must report that two 
major companies in Wisconsin have 
used similar practices in capturing 
commercial accounts from a jobber. 
Last week we were critical of the 
jobbers who were giving away part 
of their profits. Now we must criticize 
those majors who were so hungry for 
gallonage that they were willing and 
anxious to sell at a price equal to 
the jobbers’ cost. 

As reported by Kenneth C. King, 
secretary of the Wisconsin Petroleum 
Assn., the major companies, in tak- 
ing the accounts, offered to install 
an 8,000-gal. tank, give the custom- 
er the transport price and take 1.5c 
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per gal. off each invoice until the in- 
stallation is paid out. One of the ac- 
counts consumes about 8,000 gals. 
per month, the other 4,500 gals. 


“The transport price in Milwaukee 
is alleged to be 12.95c to unbranded 
jobbers,” Mr. King says. “The tank 
wagon posted price is 16.1c. The 
small tank wagon customers are be- 
ing quoted the same price as that 
paid by the jobber who buys millions 
of gals. of petroleum products a year, 

“The association has never been one 
to run to government for help but it 
looks as though this procedure is 
next on the docket unless . . . the 
major companies start setting their 
thinking straight and stop some of 
their vicious practices,” Mr. King 
declares. 


40-Hour Week at Service Stations 
Brings More Problems in Manpower 


By Frank Breese, Pacific Coast Editor 


The 40-hour 

week at service 

stations was described by a West 

Coast major company official as “the 
blow that killed father’’. 


And establishment of the 40-hour 
week has led to a fact-fiinding drive 
that may result in a new study of 
service station economics. 


The official who termed the new 
work-week “a death blow” was not 
speaking against it. He was explain- 
ing the scope of the problem of serv- 
ice station operations, compounded by 
recent developments. The 40-hour 
week has prevailed throughout most 
of the oil industry except at retail 
outlets. In August it was extended 
to some retail outlets when Standard 
of California and Union Oil adopted 
the 40-hour week at their company- 
operated stations. 


The rest of the majors have very 
few company-operated stations, so the 
manpower problem and application 
of the 40-hour week concern the deal- 
er directly. Although the suppliers 
are not involved officially, they are 
interested in their dealers’ operational 
problems. 


So last week when the West Coast 
Petroleum Wholesale Advisory Com- 
mittee met, it agreed that somebody 
ought to look into the problem of 
rising labor costs at service stations. 
And OPS has started to do that. 


Since labor is the big cost factor 
in service station economics, a com- 
prehensive study of manpower costs 
may offer some new, uscful informa- 
tion on service station economics. 


An Independent marketer told 
NPN, “Many dealers are working 
long hours themselves because that’s 
the only way they can keep their 
stations open. That means they’re 
paying themselves sub-standard 
wages. 

“That’s something that should be 
taken into consideration in this OPS 
survey. If a dealer is paying his 
men $280 for a 40-hour week, he 
ought to pay himself that rate for 
40 hours and time-and-a-half for 
everything over 40 hours. 

“A lot of them have dropped their 
stations because they had to put 
in abnormal hours to make a living 
out of it.” 

oe a + 


In areas where there are defense 
industries, the dealers have to be 
able to compete with the industry 
rates to get men. One jobber said 
he has a series of job classifications 
at each of his stations. Thus he 
can advance his employes without 
WSB interference, he said. 

“It’s the only way I can compete 
with defense jobs,” he said. 

“If that’s against the law it means 
choosing between breaking the law 
and keeping my stations open, Then 
I'll have to break the law.” 

In Seattle where Boeing pays men 
$1.75 an hour, the mortality rate on 
stations has been at an all-time high, 
NPN was told. 

An attendant repairing a flat tire 
at a dealer-operated major company 
station in Los Angeles told a custo- 
mer, “I make $240 a month, work- 
ing a 48-hour week. That’s $1.15 
an hour, (he figures four-and-a-third 


weeks to a work month, or 208 
hours). I can make that much as a 
dish-washer.” 


* * * 


Bigger margins for the retailers 
is the solution marketers have in 
mind. That means higher retail 
prices, or lifting the present ceilings. 

And marketers think that’s a long 
way off because of the procedure. 
First, the information has to be col- 
lected. Questionnaire forms to be 
sent the dealers must be drafted, 
then reviewed by the West Coast 
Petroleum Retail Advisory Commit- 
tee, then approved -by the OPS and 
the Bureau of Budget. 


The returns will then be assembled 
and processed. On the basis of the 
findings, OPS must decide whether it 
believes an adjustment is justified. 
If it does, then a solution must be 
formulated at a regional level and 
bucked through the various OPS 
echelons in Washington. 

“Immediate relief is necessary,” 
stated a marketing executive of one 
major. “But I’m not sure of OPS’ 
ability to act very fast. It may 
be two or three months before we 
can tell whether there’s any hope.” 


* * * 


With Independent multi-pumps, the 
question is more complicated because 
the operation differs economically. 
Most multi-pumps try for high gal- 
lonage, and many of them are oper- 
ated on a smaller margin than are 
smaller-volume conventionals. 


The owner of a group of part- 
serve multi-pumps said he hadn’t 
been affected yet by Standard’s and 
Union’s 40-hour week. He said man- 
power had been a constant problem, 
but it hadn’t grown any worse. 

“Costs are up,” he said. “So more 
margin is needed.” 


* * * 


Completion of Salt Lake Pipe Line 
Co.’s new $8,000,000 320-mile petro- 
leum products line from Salt Lake 
to Boise has been moved ahead 
from Jan. 1 to Dec. 1. 

This is the second line over that 
route and will increase capacity to 
36,000 b/d. 

The steel outlook changed, helping 
the schedule, explained C. E. Finney, 
Jr., company president. 


* * * 


Union Oil of California reported that 
henceforth all lubricating oil ship- 
ments to its eastern distributors will 
move from its terminals at Carteret, 
N. J., and Good Hope, La. Recently, 
a company tanker delivered the first 
cargo of base stocks for the com- 
pounding, canning and barreling pro- 
cess. 

Still pushing its sales campaign in 
the East, Union reported that month- 
ly sales through the 50 distributors 
are more than 200,000 gal. 
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Oil Readies Plans for Big Progress Week 


This year’s Oil Progress Week ob- 
servance promises to be the biggest 
in its five-year history. Tens of 
thousands of oil men, including more 
jobbers and dealers than ever before, 
have made extensive plans and prep- 
arations for coast-to-coast celebration 
of the event. 


A dealer rally in Detroit, Mich., 
Oct. 14, is expected to attract 4,000 
persons and about 2,000 are expected 
at the dealer and distributor rally in 
Milwaukee, Wis., Oct. 14, which is 
being sponsored by the Wisconsin Oil 
Heat Assn., The Petroleum Retailers 
Assn., and the Milwaukee Oil Men’s 
Club. ; 


In Ohio the Cleveland Petroleum 
Club has scheduled the “Romance of 
Oil” series of broadcasts over two 
radio networks during and follow- 
ing Oil Progress Week. “Crossroads, 
U. S. A.,” will be shown over 12 tele- 
vision stations in Ohio, and an Oil 
Progress Week luncheon will be spon- 
sored by the Cleveland Club Oct. 14, 
with J. C. Donnell, president, Ohio 
Oil Co., Findlay, Ohio, as featured 
speaker. 

Knoxville, Tenn., will use one of 
its downtown theaters for presenta- 
tion of an OIIC film and in Jackson, 
Tenn., local dealers are sponsoring a 
series of 80 radio broadcasts. 

In Harlan County, Ky., an OIIC 
film will be shown in each of the 14 
high schools in the county, two drive- 
in theaters and seven loca] theaters. 
All 90 service stations in the county 
will be decorated and the dealers will 
distribute OPW literature. Three 
local radio programs have been sched- 
uled and Oil Progress Week lunch- 
eons will be given for local service 
clubs. 

New York City will hold its an- 
nual Oi] Progress Week luncheon at 
the Waldorf-Astoria Hotel, Oct. 14, 
P. C. Spencer, president, Sinclair Oil 
Corp., will be featured speaker. The 
luncheon is sponsored by the Empire 
State Petroleum Assn. of New York, 
Fuel Oil Board of Trade of the Bronx, 
New York Oil Heating Assn., and 
the Oil Heat Institute of America. 

In Denver, Colo., C. Z. Hardwick, 
national] OIIC chairman, will speak 
before a combined meeting of the 
Desk and Derrick Club and the Wom- 
en’s Club Oct. 16. 


Cushing, Okla., will feature a three- 
day “Petroleum Festival,” depicting 
the history of oil with a huge pageant, 
exhibits and displays. Gov. Johnston 
Murray will make the principal ad- 
dress. 

In New England, the official kick- 
off for Oil Progress Week will be 
proclamations by five New England 
governors and the acting governor of 
New Hampshire. 

The Springfield, Mass., daily paper 
will carry a nine-page supplement on 
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the oil industry, and the Bangor, Me., 
newspaper will carry a 24-page sup- 
plement in two editions. 

Radio and television will be a popu- 
lar media for Oil Progress Week pub- 
licity. Public transportation buses 
in Manchester, N. H., will carry OIC 
bumper strips and flasher exhibits 
will be used in bus stations, railroad 
stations, bank windows and drug 
stores. Leading business figures from 
Manchester will be invited to attend 
an open house Oct. 17 at the new 
tank truck terminal of the Mutrie 
Transportation, Inc. 


Portland, Me., is sponsoring an “Oil 
Man for a Day” program to run 
throughout Oil Progress Week. High 
school students will make visits to 
terminals and bulk plants and then 
write essays on their trips. Prizes 
will be given for the best essays. 


Odessa, Tex. proclaims that it will 
have the largest Oil Progress Week 
parade in the nation. The parade 
will be given at the Permian Basin 
Oil Show, Oct. 16-19 with an ex- 
pected attendance of more than 100,- 
000 persons. During the exposition 
the OIIC will make continuous show- 
ings of the new movie “Crossroads, 
U. 8. A.” 


At Kilgore, Tex., a three day “Jube- 
Oil-Lee” will include luncheons, ex- 
hibits in downtown department store 
windows and parades. 


In Houston, several hundred boys 
and girls will be selected for an “Oil 
Men and Oil Women for a Day” pro- 
gram. The young people, students 
at the Houston high schools, will 
spend a day visiting refineries, oil 
companies and chemical companies 


Special oil education assembly pro- 
grams have been scheduled for Hous- 
ton high schools and another pro- 
gram will include prizes awarded to 
the best Oil Progress Week posters 
and murals designed and executed by 
elementary, junior and high school 
students. 


Downtown Houston will be deco- 
rated with hugh canvas drops hung 
above the streets. Billboards and 
bus cards will feature Oil] Progress 
Week messages and oil equipment 
displays will be set up on 12 Main 
Street corners. Service stations will 
display banners and posters and oil 
company switchboard operators in 
Houston will greet callers with 
“Good morning, this is Oil Progress 
Week.” A luncheon will be held and 
a Miss Oil Progress Week will be 
chosen from the members of the Desk 
and Derrick Club. 


FTC Asked to Quit Role of G-Man, 


WASHINGTON — Federal Trade 
Commission should hold an open hear- 
ing on charges by some Independent 
marketers against integrated com- 
panies, Paul E. Hadlick, general 
counsel for National Oil Marketers 
Assn., said Sept. 25. 


He released copy of a letter he had 
written Commissioner John Carson in 
which he said a “full-fledged public 
airing of complaints” probably would 
relieve the situation temporarily and 
disclosures “might hasten the day 
when the Clayton Act could be 
amended making it unlawful to refuse 
to sell to responsible persons.” 


Mr. P’~“lick was sharply critical of 
preset.. FTC procedures, saying the 
commission should quit trying to be 
a combination G-man and Supreme 
Court justice and should get back to 
its intended role as an instrument of 
information and publicity. 

He also released a reply from Mr. 
Carson who indicated an agreement 
with Mr. Hadlick’s criticism of FTC 
procedures. Mr. Carson wrote he had 
“labored to induce” the commission to 
become interested in changing pro- 
cedures. 

Mr. Carson said he was sending 
copies of Mr. Hadilick’s letter to other 
commissioners and staff members and 
he would “formally present” letter for 
discussion in commission “within a 
short time.” 


Mr. Hadlick’s letter quoted state- 
ment by President Wilson, who rec- 
ommended the establishment of FTC, 
that agency should be “indispensable 
instrument of information and pub- 
licity” as distinguished from ‘“men- 
ace of legal process.” 

FTC Sidetracked—‘“For 35 years,” 
Mr. Hadlick said, “the commission 
has followed the latter instead of the 
former. Its staff has become over- 
impressed with its judicial and in- 
vestigative powers and almost com- 
pletely sidetracked the purpose for 
which it was established. 

“Your commission is always harp- 
ing that it does not get sufficient 
funds. I’m surprised that Congress 
doesn’t cut the commission’s throat 
entirely and forget the whole thing. 
You can never accomplish the pur- 
poses for which the commission was 
established by mimicking the FBI or 
masquerading as judges. False 
whiskers were never prescribed for 
your employes nor black robes for 
the commissioners.” 

Mr. Hadlick’s fire at FTC was 
touche? off by complaint of some In- 
dependent marketers against practices 
of integrated companies. He told 
NPN that FTC had indicated it might 
assign an investigator to look into 
situation “some time this winter.” 

“That would be too late,” Mr. Had- 
lick said. “The man already would be 
out of business.” 
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You Can Depend on Butler Safe 


SW 








Here’s a future “Million Miler” — a 6,000 gallon 
capacity Safety Transport built by Butler for 
Petroservice, Inc. 


Features Proved 
in Millions of Miles 
On the Road 


@ All hidden surfaces prime painted in 
subassembly operation to prevent rusting 
in inaccessible spots. 

@ Double bulkheads insure maximum 
safety in hauling mixed loads. 





Bulkheads over fifth wheel assembly, 
landing legs, drop section, axle assembly 
and rear head are braced with integrally 
welded reinforcements. 


Deep dished baffle heads die formed to 
depth which is scientifically determined 
for greatest resistance to surge. 


@® Non-sparking, aluminum manhole and 
fill cover. 
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For Bigger Payloads! 
Transports 4 is scccocrer 


weight is eliminated without sacrificing 
structural strength. 


For Greater Safety! 


Safety for you, for your drivers is built 
into every Butler unit with features 
throughout that save not only lives, but 
time and money as well. 


For Longer Life... 
Less Maintenance! 


The many Butler “million milers”— 
transports that have traveled over a mil- 
lion miles, served for as long as 18 years 
with little or no maintenance expense—are 
ample evidence that Butler designs your 
unit to pay off as a long-term investment. 











Modern Facilities 
for Better Fabrication 


You can depend on Butler Transports 
because Butler has modern facilities to 
design and fabricate for top quality ... 
modern equipment, modern production 
methods, strict quality controls. Don’t 
settle for anything less than Butler qual- 
ity...and Butler modern facilities for fab- 
ricating your transport! 


Take Advantage of Butler Experience and Reputation! 


You can stop worrying when you put your hard-won experience and reputation for 
transport problems into capable, experi- quality products. Take the first step now 
enced hands of Butler designers and en- by writing for complete details. Your 
gineers. Take advantage of this wealth of specific inquiry is invited! 


BUTLER MANUFACTURING COMPANY 





KANSAS CITY 
Tell -tielige For complete 7454 E. 13th St., Kansas City 3, Mo. 
information 
etiiie, ais 954 Sixth Ave., S. E., Minneapolis, Minn. 
Manalhatelalelumee tte nearest you: Richmond, Calif. 


del alaalelale an Qkelihi 
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NEW ISLAND FIXTURE is designed to concentrate the maximum illumination where it is needed. 
Central West Oil Corp. of South Bend, Ind. 


SUPER PAR 


agree) 7 
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An Oil Jobber Lights the Way 


By LEONARD CASTLE 
NPN Staff Writer 


There is great opportunity for the 
Independent oil jobber to develop 
more efficient operating methods and 
sales boosters. It only requires the 
exercise of ingenuity and imagination 
to come up with an improvement in 
equipment or management. 


An excellent example of what an 
oil jobber can do—and is doing right 
along—is to be found in the new 
island light fixture for stations devel- 
oped by the Central West Oil Corp., 
of South Bend, Ind. The company be- 
lieves this light eliminates its objec- 
tions to previous fixtures used. 


Central West, which operates large 
multi-pump stations under the private 
brand name of “Super-Par”’ through 
northern Indiana, western Michigan 
and northeastern Illinois, is installing 
the new fixture at many of its sta- 
tions and, according to Morris Parker, 
vice president, has determined that 
it is responsible for a 25% increase 
in gallonage at stations where it has 
been tested thoroughly. 


The idea for developing a fixture 
that would concentrate the light on 
the station island and the car being 
serviced and at the same time elimi- 
nate glare was born early in 1950 
when the company embarked upon a 
modernization program for several of 
its stations. According to Mr. Parker, 
Central West was not satisfied with 
the lights it had been using and was 


unable to find any others that would 
meet the company’s stringent specifi- 
cations. 


As a result of their discussions, Mr. 
Parker and his associates, Ralph E. 
Johnson, president, and Cecil Black, 
general manager, started making 
rough drawings of fixtures they hoped 
would save electric wattage by direct- 
ing the rays of light onto the drive- 
way instead of diffusing it through- 
out the entire service station area. 


They finally hit upon the idea of 
angling the frame and panel on each 
Side of the overhead fixture as a 
means of distributing the light scien- 
tifically on each side, as well as in the 
middle of the island. Fixture itself, 
which stands 10 feet above the island 
and is parallel with it, is available in 
lengths of four, six or eight feet, or 
any multiples of these sizes. But it 
is the 17 deg. angle of the frame and 
panel which solves the problem of 
distributing the light where it is 
needed. 


Plans Drawn Up—Having devel- 
oped the rough idea, the Ceneral 
West executives took their plans to 
Roy A. Worden, South Bend architect 
who has designed most of their sta- 
tion layouts, and had him put the 
fixture on blueprints. Still confront- 
ing them, however, were such prob- 
lems as determining the correct side 
angle of the frame, simplifying con- 
struction and reducing the weight. 


To obtain expert advice in work- 
ing out these details, Mr. Parker took 





Light was developed by 





CLOSEUP of island light fixture de- 
veloped by an Independent oil jobber. 
Note the angle of the frame and panel 


the plans to the engineering division 
of General Electric’s lamp department 
at Nela Park, Ohio. The G. E. engi- 
neers studied the plans thoroughly 
and then came up with numerous rec- 
ommendations concerning the proper 
slope, ballast, bulbs, reflectors and 
ceiling. These suggestions were taken 
back to Mr. Worden who incorporated 
them into a new set of blueprints. 


Sample Models Made—tThis latest 
set of plans was taken to Leader 
Electric Co. of Chicago which made 
some revisions of its own before 
manufacturing two sample models at 
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a cost of $1,200 each. Tests on these 
two models disclosed that the fixture 
still was too heavy and needed other 
revisions. After studying the original 
samples, two others were produced 
and sent back to Central West for 
testing in the field. 

These test models were used at 
South Bend for six months in all 
types of weather, ranging from the 
extreme heat of summer to 16 degrees 
below zero in the winter. The lights 
functioned perfectly and it was de- 
cided they were ready for mass pro- 
duction. 

Oil Jobber Gets Royalty 
West then entered into a contract 
with Leader under which Leader 
will produce and market the fix- 
tures with Central West receiving 
a royalty from the sales. The con- 
tract specifies that the fixtures will 
be marketed through oil equipment 
jobbers and Leader’s electric equip- 
ment dealers. Leader now is getting 
into mass production of the new fix- 
ture. 

To determine the effectiveness of the 
new light, Central West made com- 
parative tests between it and the pre- 
viously used lighting system on a 
six island station. The findings were: 


Total 
watts 


Central 


Old Lighting System 
pylon lights (eight buins) 
BBD WORS. GRO 2 nc cecdcccccpsccscee 3,580 
mushroom flood lights, 300 W. each 3,600 
flood lights, 500 W. each........... 5,000 
mushroom air stands, 300 W. each.. 600 
air spot lights, 150 W. each . 

station island spots, 150 W. each.... 


New Lighting System 
Leader fixtures (16’—16 bulbs) 
@2.280 W. GOR. 2. dccccccccssvcece 
island spot lights @ 150 W. each... 
Leader air stands (4’—6 bulbs) 
2 Te, MN sn 6 caw ea cw sme eannes 
air spot lights @ 150 W. each 


Total savings, 5,360 watts. 


More Light — “According to our 
light meter check,” Mr. Parker said, 
“we have much more light on our 
drive where we actually needed it un- 
der the new system. And at no other 
place on the rest of the concourse is 
there less light than we had before. 
This is true even though the flood 
lights have been completely elimi- 
nated under the new system.” 


New Booklet Shows How 
Auto Market Is Growing 


DETROIT—Special taxes on high- 
way users have increased about 
1,402%, or about 14.2 times what *hey 
were 30 years ago. The 1952 edition of 
Automobile Facts and Figures reports 
highway users taxes in 1951 were 
$4.5 billion as compared with $296 
million 30 years ago. 

Among other data shown in the 
1952 booklet are: 

Motor vehicle’ registration up 
78.2% in last 10 years; 

Passenger car registration up 
44.2% Guring the same period; 


OCTOBER 1, 1952 


At the end of 1951 there were 
42,682,591 passengers cars, 9,035,754 
trucks and 230,461 busses registered; 

43% of passenger cars in 1951 
were prewar models, and average 
age of these cars is 7.1 years, com- 
pared with the prewar average of 
5.5 years; 

34% of all trucks, or about 2.7 
million were of prewar vintage with 
the average truck age 6.6 years; 

60% of all automobile trips involve 
going to and from work or con- 
ducting business; 

92% of the nation’s cars are used 
each week for work, shopping or 
both; 

70% of all persons using some 
form of transportation get to work 
in passengers cars; 


73% of all city travel is by passen- 
ger cars; 

Motor vehicles in U. S. traveled a 
record 482 billion miles last year, 
a 45% increase over 1941; 

About 65% of U. S. families own 
automobiles and about 12% of these 
own two or more cars; 

There is one passenger car for 
every 1.2 families and for 
four persons in the country; 

Taxes take approximately 32c of 
the automobile sales dollar—a $2,000 
car purchased and delivered in 
Michigan, for example, includes $650 
in local, state and federal taxes 

Automobile Facts and Figues is 
published by Automobile Manu- 
facturers Assn., New Center Building, 
Detroit 2, Mich. 


every 


POSITIVE SELF-PRIMING 


... STARTS WITHOUT PRIMING 
... RUNS WITHOUT VENTING 
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Here’s a centrifugal pump that’s built 

to do multiple-duty . . . and do all jobs equally 

well. Because it handles liquid, air and vapor, the 

Roto-Prime Centrifugal excels in stripping, transferring and 

loading operations. By using Roto-Primes for such multiple service, 

savings of 30 to 50% in pumping equipment costs can be realized. 

And with their simple, trouble-free construction, Roto-Primes cut 
down servicing headaches and maintenance costs. 


Furnished complete with base, electric motor, coupling, and me- 
chanical seal. Write today for the complete Roto-Prime Centrifugal 
story ... for pump facts you won’t want to miss. 
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Fuel Oils Fail to Respond to Cooler Weather 


Somewhat cooler weather over northcentral and north- 
eastern sections of the country failed to move any ap- 
preciable amount of light or heavy fuel from primary sup- 
pliers’ storage last week. With few exceptions, however, 
distillate prices were fairly steady in the nation’s oil cen- 
ters. 

Residuals were in abundance everywhere east of the 
Rockies and some “discount” (from $1.50) was indicated 
at the Gulf where product’s acceptance appeared to be 
the key to any deal on lighter products. In some cases, 
it was either take residual fuel now with gasoline, or 
give up No. 2 fuel this winter for.immediate gasoline. 

Despite the fact that over-all position of gasoline was 
in balance, retail price wars were on the increase in the 
East. Similar situation prevailed in Michigan where 
gasoline is tight, yet dealer fight in Flint showed no 
signs of letup. 

The outstanding price development in primary markets 
was refiner’s reduction of 0.5 to 1.5c in his quotations 
for solvent neutral oils at the Gulf for export in a market 
generally described as “weak al] around.” Bright stock, 
on the other hand, was “relatively firm,” and the eas- 
ing centered on neutrals. 

Solvent neutrals were quoted at prices ranging upward 
from 19.5c for 100 vis., to 20.5¢ for 200 vis. (both down 
0.5c), 22c for 300 vis. (down 1c), and 24.5c for 500 vis. 
(down 1.5c) with material freely offered at these prices. 
Bright stock was unobtainable below 32c, FOB ship at 
the Gulf, ‘sources said, unless buyer also took neutrals. 
Bids for bright stock submitted recently to Argentine 
Government (see Sept. 10 NPN) by virtually all suppliers, 
it was pointed out, were contingent upon buyer taking 
neutrals as well as bright. 

A retail situation at Providence, R. I., which NPN 
sources described as “the brink of another price war,” 
appeared to be a fact when retail prices for regular- 
grade gasoline dropped 2c to 17.9c (ex 6c state and fed- 
eral taxes) at stations handling major brands to meet 
price posted by two other major brand outlets for mare 
than a year. 

Prices at the city’s five private brand stations also have 
been reduced with one posting 15.9c (ex taxes) for regu- 
lar. Another private brand outlet reportedly shows no 
price sign. “Normal” retail price for regular in Provi- 
dence area is 19.9c (ex taxes), it was said. 

“Voluntary allowances,” or “special subsidies” amount- 
ing to 0.5 to 1.5c per gal. reportedly are being granted 
to Providence dealers, although one major brand job- 
ber said he had reduced his 14.9c tank wagon price by 
these amounts in lieu of “subsidies” with amount of re- 
duction depending on local conditions. 

A new wave of retail price cutting also broke out in 
Hartford, Conn., with postings for regular at several 
major brand stations down lic to 16.9c. Trade sources 
said this city has been plagued by a price war for more 
than a year and not since January 1951 have postings at 


majority of major brand outlets been at “normal” price 
of 19.5c. 

Most major brand stations in Hartford, until recently, 
have been posting 18.9c, and one larger multi-pump pri- 
vate brand has been at 15.9c. 

Suppliers generally have met these conditions by giv- 
ing their dealers “voluntary allowances” (from tank 
wagon prices). Socony-Vacuum, however, reduced its 
dealer posting 0.7c to 14.1c on Sept. 25. (All Hartford 
prices are ex 6.5c federal and state taxes). 


Meanwhile, primary supplies of gasoline appeared to 
be in close balance in the Midwest and Mid-Continent. 
In the Chicago refining area, suppliers said their inven- 
tories were “about right” to meet current demand, yet 
their positions are ready for winter stockpiling of prod- 
uct. Call for gasoline at Great Lakes Pipe Line and at 
river terminals was good, and refiners said there were 
no problems arising from transportation although de- 
mand was high for late September. 


Light fuels were “draggy” and refiners in Mid-Conti- 
nent and Midwest still were trying to stimulate reseller 
sales by offering Nos. 1 and 2 fuels at prices only slight- 
ly above their summer quotations. Tank car marketers 
disclosed purchases of No. 1 fuel at 7.75c, Group 3, for 
resale and of No. 2 at 7.25c and 7.375c, for resale. 


Some “discounting” of light fuels also was indicated 
in Chicago District. However bulk of offerings were 
on an inter-primary basis. While distillates were freely 
available for prompt shipment, larger supplier-buyers said 
they were unable to find anything for delivery beyond 
Dec, 1. 

The Armed Services Petroleum Purchasing Agency re- 
ceived bids from 25 suppliers to furnish total of more 
than 4,000,000 gals. of fog oil (types SGF-1, SGF-2) to 
be furnished in 55-gal. drums. Bids ranged from 11.6c 
on the West Coast, 13.88c on the Gulf Coast, and 14.7c 
on East Coast. (See p. 63 for detailed bids). 

No spot trading was disclosed in LP-gas with spot 
lots virtually non-existent, according to reports from Mid- 
Continent and other areas (see p. 63). 


While crude oil prices generally were unchanged, At- 
lantic Refining Co., in line with higher ceilings granted 
by Office of Price Stabilization, boosted prices it will 
pay for crude in Bronte Field, Coke County, Tex., by 
7c bbl. (see p. 63 for details). 


GULF COAST 


Trading Pace Continues Slow 


No break in the trading lull of several weeks’ standing 
was indicated in reports of Gulf Coast trade sources the 
past week. Except for transactions said to have taken 
place in gasoline and bunker fuel, details of which could 
not be learned, no open market sales were disclosed and 
suppliers’ price quotations generally were unchanged. 

Status of all products showed little change, with gaso- 
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Summary of Daily Gasoline Prices (Sept. 23 through Sept. 29) 


M 

Sept. 29 
13.2-13.25(2) 
12.5 


Motor Gasoline 93 Oct. 
N. Tex, 


(Premium) : 
(Texas & New Mex. shpt.) .. 

W. Tex. (Texas & is Mex, —,) - 

E. Tex. (Truck Tnsp 

Cent. W. Tex. (Truck rnsp.) eossecee 


Motor Gasoline 90 Oct. (Premium): 
N. Tex. (Texas & New Mex. shpt.) ee 
W. Tex. (Texas & 9 Mex. pepeped es 
E. Tex. (Truck Tnsp eseee 
Cent. W. Tex. (Truck. Tnsp. 7 eeveccece 


Motor Gasoline 88 Oct. (Premium): 
Okla., Group 3 (Okla. shpt.) ... 
Okla., Group 3 (Menthere shpt.) 
Midwestern (Group 3 basis) 

N. Tex. (Texas & New Mex, shpt.) .. 
. Tex. (Texas & New Mex. mone ee 

E. Tex. (Truck Tnsp.) 

Cent. W. Tex. (Truck Tnsp.) .......- 


Motor Gasoline 86 Oct. (Premium): 
N, Tex. (Texas & New Mex, shpt.) .. 
W. Tex. (Texas & New Mex. shpt.) .. 
E. Tex. (Truck Tnsp.) ee 


Motor Gasoline 84 Oct. (Regular): 
N, Tex. (Texas & New Mex. shpt.) .. 
W. Tex. (Texas & “+7 Mex. shpt.) .. 
E. Tex. (Truck Tnsp ceccee 
Cent. W. Tex. (Truck enap.} ae 


Motor Gasoline 82 Oct, (Regular): 
Okla., Group 3 (Okla. shpt.) ........ 
Okla., Group 3 (Northern oun.) 
Midwestern (Group 3 basis 

. (Texas & New Mex. shpt.) .. 

. (Texas & _— Mex. shpt.) .. 
(Truck Tnsp. . 

Cent. W. Tex. (Truek ’ rnsp.) esccccee 


Motor Gasoline 80 Oct. (Regular): 
Okla., Group 3 (Okla. shpt.) 
Okla., Group 3 (Northern shpt.) 
Midwestern (Group a, basis) 
N. Tex. (Texas & New Mex. shpt.) .. 
W. Tex. (Texas & New Mex. shpt.) .. 


Motor Gasoline 60 Oct. M & below: 
Okla., Group 3 (Okla. shpt.) 
Okla., Group 3 (Northern shpt.) 
Midwestern (Group 3 basis) 
N. Tex. (Texas & New Mex. ae.) oe 
W. Tex. (Texas & New Mex, shpt.) .. 
E. Tex. (Truck Tnsp.) 
Cent. W. Tex. (Truck Tnsp.) . 


Motor Gasoline 92 Oct. (Premium): 
Bow Verk BASOSP .o00 cccesctccoces ese 
New York harbor, barges 
Philadelphia .. 
Philadelphia, barges 
Baltimore 
Baltimore, 


Metor Gasoline 90 Oct, (Premium): 
New York harbor 
New York harbor, 
Philadelphia 
Philadelphia, barges . 
Baltimore 
Baltimore, 


12 


12.75(2) 12.75(2) 
12.5-12.75 12.5-12.75 
11.75-12.75 


(3) 11.5-11.875 
(5)11.375-11.75 
(3)11.375-11.75 
(2)12-12.75 


12142) 
(2)11.75-12 
12 


15.05 
12.9-15(2) 
12.8 


barges 


Motor Gasoline 85 Oct. (Regular): 
New York harbor ° 
New York harbor, barges ..... 
Philadelphia 
Philadelphia, barges .... 
Baltimore 
Baltimore, ae 


Motor Gasoline 
Western ti? 
90 Oct. (Prem.) 
86 Oct. (Regular) 
Western Penna., Oil City: 
90 Oct. (Prem.) .... 
86 Oct, (Regular) .... eee 
Western Penna., Pittsburgh: 


90 Oct. (Prem.) 
86 Oct. (Regular) 


(3)12.85-13.6 
12.5-13.4 
13.7-13.9 
13.7-13.8 


11.9-13.5 
11.8-12 


Bradford-Warren: 


13.75-14 


13.75-14 
12.75(2) 


12.75(2) 


13.75-13.9 13.75-13.9 
12.75-12.9(2) 


13.9(2) 


13.9(2) 
12.9(2) 


12.912) 


Sept. 36 


13.2-13.25(2) 
12.5 


11.75-12.75 


13.85-14.35 


12.75-12.9(2) 


Thursday ednesday 
Sept. 25 Sept. 24 
13.2-13.25(2) 13.2-13.25(2) 
12.5 12.5 
12 12 


Tuesday 
Sept. 23 
13.2-13.25(2) 
12.5 


12.75(2) 


12.75(2) 
7 5-12.75 
1.75-12. 


12.5-12.75 
11.75-12.75 


(3)11.5-11.875 

(5)11.375-11.75 
311. 375-11.75 
(2)12-12.75 


12(2) 
(2)11. 712 
12 


tn 
ws wwcew 
ee 


(3 

Pun 12.75 

(2) 11. 78-12 
12 


ie et et 


~ 
be Mroere 
wp + 


12 


3 
12 
11.75 


ik 75 


23 at ty 7 1. 75-11.7 


15.05 
12.9-15(2) 
12.8 


13.85-14.35 
13.75-14.25 
15.15 

15.05 
12.9-13.25 
12.8-13 


ee 
Err ests 
a} 4 
meet 8. 


i 
boro 


(3)12. ry 
12.5-1 


13.75-14 
12.75(2) 


13.75-14 
12,.75(2) 


13.75-13.9 13.75-13.9 13.75-13.9 
12.75-12.9(2) 12.75-12.9(2) 12.75-12.9(2) 
13.9(2) 


13.9(2) 
12.92) 


12.912) 


13.9(2) 
12.912) 





line tight, kerosine available prompt, No. 2 fuel “possibly” 
available prompt, and heavy fuel easy. 

While there still was a large volume of potential gaso- 
line business hanging over the market, a number of 
traders said many refiner-buyers apparently are “over 
the hump” for this year and calls for product the past 
week were not nearly “so persistent” as they were earlier 
in September. Despite the lack of insistent demand, how- 
ever, offerings were no freer than they have been all 
summer, several sources said, and one large buyer de- 
clared that, “without any strings,” December was the 
“nearest position” he had been able to obtain on require- 
ment for regular-grade gasoline. 


Others indicated that gasoline was available for No- 
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vember lifting and that even October material could be 
obtained if the buyer would also take bunker oil or give 
up No. 2 fuel in the winter. 


Demand for distillate fuels centered on material for 
forward lifting, with some foreign and domestic buyers 
endeavoring to make commitments through the first 
quarter of 1953. While prompt demand for both kerosine 
and No. 2 fuel was light, neither product was offered 
freely. Several barge lots of kerosine were offered at 
9 to 9.25c to up-river buyers and some reports said one 
cargo lot was available prompt at 9c. But, in instance 
of the cargo of kerosine, seller wanted some “equally 
desirable” product in exchange. 


Demand for heavy fuel was “looking up,” according to 
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Explanations of Price Tables 


The reader’s attention is directed to the fol- 
lowing explanations which apply to the Sum- 
mary of Daily Gasoline Prices appearing on page 
53 and the price tables appearing on pages 56-61 
of this issue. 

The letter “X” indicates a change in prices; if 
the change is on the low of the price range, the 
“X” is adjacent to the low; if the change is on 
the high of the price change, the “X” is adjacent 
to the high; a change from one flat price to a 
higher or lower flat price, or elimination of the 
low of a price range, is indicated with an “xX” 
to the left of the new price; elimination of the 
high of a price range is indicated with an “X” 
to the right of new price. 

Parenthetical figures indicate number of com- 
panies quoting when two or more companies 
quoted the price shown. In the Gulf Coast Cargo 
table on p. 59 all prices reported are shown. 
In all other tables, only the lows and highs of 
the ranges of prices are shown; no attempt is 
made to show prices within the lows and the 
highs, and therefore no attempt is made to indi- 
cate the number of companies contacted for 
prices for each product. Nearly 200 primary sup- 
pliers (refiners and tanker terminal operators), 
plus an even larger number of other sources 
(jobbers, compounders, consumers, distributors, 
brokers, tank car marketers, etc.) are contacted 
for prices at regular intervals. 











some reports, but call for this product, as well as the 
distillate fuels, centered on winter delivery. Pressure to 
move heavy fuel appeared to have eased somewhat, but 
prompt offerings at “discounts” (from $1.50) were still 
available as the week ended. Several cargoes, two of them 


low sulfur, reportedly were available at “discounted” 
prices. 


ATLANTIC COAST 
Fuel Oils Continue Plentiful 


Trading generally was quiet along the East Coast in the 
week ended Sept. 27. With gasoline, the lack of transac- 
tions was due to product being closely held by primary 
suppliers while inventories of fuel oils held by secondaries 
were such as to preclude their taking in more material 
until consumer demand increases. 


Both residual and distillate fuels continued to be freely 
offered with prices described as “increasingly soft” as the 
week ended. And while suppliers generally reported no 
changes in their quotations, there were widespread reports 


of spot lots of all grades available at “substantial dis- 
counts.” 


Prompt cargo-lot offerings, delivered New York, re- 
portedly included No. 6 fuel at prices ranging upward 
from $1.90, and No. 2 fuel at 9.1c. No trading in residual 
was disclosed, and the sale of one cargo of No. 2 said 
to have been made at 9.1c could not be confirmed. 


For barge lots of No. 2 at New York, most suppliers 
quoted 9.65c and offerings at 0.25c lower were said to 
have found no takers. 


Buyers showed little interest in heavy fuel for shipment 
earlier than November. 


While inquiry for gasoline continued to decline, the 
product was still the tightest item in the refined oil list 
along the entire seaboard. Contract shipments were heavy, 
according to most reports, and the volume of open mar- 
ket offerings showed little if any increase from what it 
was during the peak of the summer season. 
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MIDWESTERN (Chicago-E. St. Lovis Area) 
Marketer's No. 6 Sale Features Trading 


Except for large sale of No. 6 fuel by tank car mar- 
keter, trading was quiet in all products in Midwest last 
week. A small amount of light fuel buying for resale 
was disclosed, but light oils mostly were a dull item de- 
spite cooler weather and closeness of the heating season. 
Refiners said gasoline demand from regular customers 
continued high, but open market interest was nil. Re- 
finers’ prices were unchanged. 

Trading in light fuels was confined to a “few cars” of 
range oil/No. 1 fuel at 8c. Sales of No. 2 fuel were dis- 
closed at 7.5c with purchases by resellers made at 7.25c 
and 7.375c. Sale also was disclosed of two cars of cycled 
regular-grade gasoline at 9.5c. Quotations reported by 
refiners for No. 1 fuel ranged from 8 to 8.75c, No. 2 fuel 
from 7.5 to 8.125c and for refined regular gasoline from 
10.375 to 10.5c. 

Although residuals remained easy with large amounts 
available in open market, the most trading by far was in 
No. 6 fuel. Sale of 25,000 bbls. of No. 6 at $0.75, Group 
3, for immediate shipment to a consumer, was disclosed 
by a marketer. At same time, a consumer of sizeable 
quantities of No. 6 was quoted firm price of $0.80 over 
October. Purchase of “a few” cars of No. 6 at $0.70, 
for resale, also was reported. Refiners’ quotations re- 
ported by refiners for No. 6 to the trade ranged from 
$0.90 to $1. 


CHICAGO DISTRICT 
Light Fuel Demand Picks Up 


Light fuels were readily available, especially between 
primary suppliers, in Chicago District last week but at 
same time several suppliers and resale agents reported 
noticeable pickup in jobber demand. Soft position of resi- 
dual fuel was unchanged. 

Buyer in market for sizeable quantity of gasoline found 
no sellers. Refiners generally said their supplies were 
“about right” to meet current strong demand for product, 
yet their inventory positions were ready for winter stock- 
piling of gasoline. Two large refiners, previously buyers, 
said they no longer were in market and they did not 
expect to be sellers of gasoline for balance of this year. 

Trading in light fuels was quiet with some “discount- 
ing” of quoted prices indicated. A broker disclosed re- 
cent sale of 25,000 bbls. of No. 2 fuel at 9.5c, dockside 
Chicago and a reseller reported sales of range oil at 10.75c 
and of No. 2 at 10.125c, FOB Chicago District. Quota- 
tions by primary suppliers for these grades of oil ranged 
from 10.9 to 11.375c and 9.9 to 10.375c, respectively. 

Refiner disclosed spot sales of “modest” quantities of 
regular gasoline at 12.1c, FOB Chicago District, but added 
he was unable to fill any large order. 


CENTRAL MICHIGAN 
Refiners Seek Light Products 


Gasoline continued to be a much sought after product 
in Central Michigan last week although light fuels gained 
more and more attention in open market. Trading was 
quiet in all products, however, and prices were unchanged. 

One refiner entered market to buy 35,000 bbls. of gaso- 
line for lake tanker shipment, and at least three refiners 
are buyers of light fuels over the season with one in- 
dicating he also was in market for prompt quantities. 

No change was indicated in weak position of residuals, 
although two refiners said consumer demand had risen. 
Others said there was a “certain amount of price shop- 
ping” by consumers for supplies over the winter, but 
there were no “serious” immediate inquiries. 
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MID.CONTINENT 
Light Fuel Interest Rises; Trading Slow 


Lower temperatures in northern states during final 
week of September caused buyers to become “burning 
oil conscious,” according to Mid-Continent refiners, but 
prompt open market trading continued slow on all prod- 
ucts. Entire marketing picture showed little change, with 
refiners’ quotations generally steady. 

While residual and distillate demand remained light, 
gasoline sales continued to fall off, especially at north- 
ern pipe line terminals. Locally, refiners in Texas, Okla- 
homa and Arkansas said demand was still good, and 
several Kansas refiners reported loca] shipments better 
than expected considering time of year. 

Some “shipping”? on part of northern buyers seeking 
winter distillates continued, but few were in market 
for prompt material. Most Mid-Continent refiners said 
they look for little improvement in heating oils prior 
to prolonged cold weather, but some believe there are 
still many jobbers who have not yet filled up on burning 
oils, and a sudden cold spell, they believe, would strength- 
en the distillate market considerably. 

Residual fuel, meanwhile, remained in big supply and 
light demand. Refiners said contract accounts such as 
steel mills and railroads were taking residual deliveries 
at “normal” rate, but No. 6 was still available at $0.70 
and up, Group 3 basis, for resale. Refiners’ quotations 
for No. 6 in Oklahoma ranged upward from $0.90. 

Other reports indicated No. 1 fuel was offered to re- 
sellers at 7.75 to 8c, and No. 2 at 7.25 to 7.375c, in Okla- 
homa. In a few cases, cycled gasoline was available to 
resellers as low as 9.25c, Group 3, but most suppliers 
asked from 9.375c and up on material offered for resale. 


WESTERN PENNA. 
Fuel Oil Demand Picks Up 


Aside from some pick up in demand for fuel oils, little 
activity was reported by Western Penna. refiners the 
last week in September and status of most products was 
unchanged. 

Trading in base lubricating oil stocks was quiet, prices 
firm. Gasoline shipments continued good against con- 
tracts. Still slow were scale wax and finished petrolatums 
for export. 

Most refiners said distillate fuels were in balance with 
current demand, with the call from industrial accounts 
steady and demand from heating oil distributors picking 
up. A Bradford-Warren district refiner said demand from 
Diesel fuel from railroads was far in excess of his ability 





NPN Gasoline Index 


Cents Per Gal. 
Dealer T.W. Tank Car 
. 15.35 11.65 
Month Ago 15.36 11.65 
Year Ago. ohn noah 15.12 11.67 

Dealer index is an average of dealer tank wagon prices 
ex tax in 50 cities, 

Tank car index is weighted average of following wholesale 
markets for reguiar-grade gasoline, FOB refineries or ter- 
minals: Okla., Midwest, W. Penna., Calif N. Y. Harbor 
Philadelphia, Jacksonville, Boston and Gulf Coast 


Sept. 29 











to supply. Prices for the distillate oils generally were 
firm, according to most reports. 

Several refiners reporting lack of inquiry for bulk 
lubes at same time said prices of most heavy grades con- 
tinued firm. One refiner, however, noted increased inquiry 
for cylinder stocks with some accounts asking that con- 
tract shipments be moved ahead. 

Lube oil trading reported during the week was con- 
fined to inter-refinery transactions. Sale of four cars of 
bright stock at 30c to a major company was disclosed, 
and one lot of “more than 1,000 bbls,” of 600 s.r. cylinder 
stock changed hands at 25c. But demand for the base 
stocks from other than regular-customer buyers continued 
quiet, most refiners said. 

Neutral oil, 200 vis., generally was quoted at 28c, al- 
though some sources said that, in large lots, this price 
could be shaded. Light neutral remained easy. In the 
cylinder stocks, 600 flash, quoted at 29c, reportedly could 
be bought at 28c but no transactions were disclosed at the 
lower figure. 

No increase in demand for scale wax was indicated by 
refiners, in fact some said shipments to the East Coast 
for export have dried up almost entirely due to slack 
demand and competition on material originating at the 
seaboard. Quotations for white crude scale in tank cars, 
the field, were unchanged ranging from 3.85 to 4c Ib. 
but were described as “weak.” 

Demand for finished petrolatums continued good from 
domestic buyers, but the call from exporters showed no 
signs of improving, refiners said. 





Crude Oil Prices 


Atlantic increases prices for crude oil pur- 
chased in Bronte Field, Coke County, Tex., by 
7c per bbl., effective Sept. 11 (see p. 63). No 
other changes were reported in crude oil prices 
during week ended Sept. 27. For complete crude 
price schedules see p. 45-46 of Sept. 24, 1952, 
NPN. 














Summary of River Barge Commercial Oil Shipments from Gulf Coast—July 1952 


(Figures in bbis. From data prepared by D partment of Interior, Oi1 & Gas Division) 


Gasoline 

From TEXAS to: 
abicuvdas 102,030 
1,014,682 
1,000,185 
14,497 
129,206 


244,798 
244,798 


From LOUISIANA to: 
(Af errr yrs 
SS BRS oe 

rrr eee 

eS a Se Are 

5 Bs GRR, se 0004280085 


82,114 
667,154 


2.309 
64,360 
605,587 64,360 
61,567 pas kee 
340,958 4,519 
From ARK.-MISS. to: 
A Se See ere oe 
Bee. 3A; Ey. GR. 666 6 zones 
6, SOME, GER, 226 cade cass 


769,510 
677,443 


23,912 
23,912 


916,948 339,898 
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Kerosine 


Heating Oil Gas Oil Fuel Ol) Lubes Total 


6,245 
11,544 
11,544 


123,145 
434,274 
419,777 

14,497 

129,206 


sass 13,460 
36,528 ces 
36,528 


126,722 
126.722 


6,622 
118,495 


igen ?, 91,045 
3,934 9,101 839,438 
777,871 

61.567 
380,213 


118,495 3,934 9,101 
8,511 4,749 


882,703 

790,636 

92,067 

275,449 182,567 14,014 


30,234 4,880,024 
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Prices at Refineries and Terminals and by Tank Wagon 
PRICES IN EFFECT SEPT. 29 


Prices herewith are reproduced from Platt’s OILGRAM Daily Ol 
Price Service, associated with National Petroleum News, whose rep- 
resentatives in all NPN-OILGRAM offices devote their time exclusively 
to reporting oil industry prices everywhere. 

Prices shown in tabies are sales prices or quotations or general offers 
or posted prices by refiners, by pipeline terminal operators, and by 
tanker termina! operators; for current sales and shipments; for the busi- 
ness day or period stated; except Tank Wagon prices, prices are for 
bulk lots such as tank car, truck transport, barge; prices applying to 
barges or cargoes or truck transport lots only, so designated; FOB re- 
fineries or terminals; in cents per gal., except per bbi. where $ sign is 
shown; wax and petrolatums in cents per pound; ex all fees and taxes; 
for crude oil and its products lawfully produced and transported; re- 
ported as received by OILGRAM and National Petroleum News but not 
guaranteed; for subscribers’ private use only and not for resale or 


distribution or publication. During period of short supply, some sellers 
and at times all sellers, withhold quotations to new customers or the 
posting of firm prices but give OJILGRAM the prices they otherwise 
would quote to the trade in general and which they confine to their 
regular customers only, and such prices appear in the price tables. 
Gasoline ratings are by ASTM Research Method and are minimum 
ratings, except where letter M is used to indicate that octane rating is 
by ASTM Motor Method. For further details of price conditions apply 
to any NPN—OILGRAM office or see back of any OILGRAM Price 
Service invoice. 


For complete price service delivered daily from nearest OILGRAM 
publishing office, New York, Cleveland: and Houston, address Platt’s 
Price Service, Inc., 1213 West 3rd St., Cleveland 13, Ohio. Annual 
Subscription rate in U. S.: $150 per year, payable in advance. 


GASOLINE 


OKLA., Group 3 (Okla. shpt.) 


88 Oct. Prem. 
82 Oct. Reg. 
80 Oct. Reg. 
60 Oct. M & below ....... 


(3)11.5-11,.875 
(4)10.5-10.875 


9.625-10.125 


OKLA., Group 3 (Northern shpt.) 


88 Oct. Prem. (5)11.375-11.75 
82 Oct. Reg. (5) 10.375-10.625 
60 Oct. M & below ....... 9.5-9.875 


ARK. (For shipment to Ark, & La.) 

88 Oct. . 11.75 
86 Oct. osee 
80 Oct. ° 10.75 
60 Oct. eeececece 9.625 


KANSAS (For Kansas destinations only) 

90 Oct. Prem. os 
88 Oct, Prem. 11.6-12.375 
86 Oct. Prem. o« 11.5-11.625x 
Se Sa as Lnttieeeewe «sve 11.375 
80 Oct. Reg. mr ee mA 10.5-10.8x 
60 Oct. M & below ... 9.5-10.625x 


WESTERN PENNA, 


CALIFORNIA 
Los Angeles dist.: 
90 Oct, Prem. 
BO Gat, ROB: ccccccvcccce 
San Fran. dist.: 
90 Oct, Prem. ......22.+. 
BO Get, Ras. occcccedccee 
San Joaquin Valley dist.: 


90 Oct. Prem. 
80 Oct. Reg. 


13.3-16.5 
12-14(2) 


16.25-17 
14.25-14.5 


16.25-17 
14.25-14.5 


Bradford-Warren: 
90 Oct. Prem, 

86 Oct. Reg. 

on City: 

90 Oct. Prem, 

86 Oct. Reg. 
Pittsburgh: 

90 Oct. Prem, 


MIDWESTERN (Group 3 basis) 


88 Oct. Prem ,.........+..€3)11.375-11.75 
82 Oct. Reg (4)10.375-10.5 
60 Oct. M & below ....... 9.75(2) 


LUBRICATING OILS 


WESTERN PENNA. 


Prices are for sales made, or offers reliabiy 
reported, to jobbers & compounders only. 


13.75-14 
12.75(2) 


13.75-13.9 
12.75—12.9(2) 
Viscous Neutrais—No. 3 col, Vis. at 70° F. 200 


13.9(2) 


TEX. (Texas & New Mex, shpt.) 


Oct. . 13.2-13.25(2) 
Oct. ‘ 12.75(2) 
Oct. . (2)12-12.75 
Oct. 1 

Oct. TETTTTTT itt 10.75- 

Oct. 7 

Oct. 

Oct. 


TEX, (Texas & New Mex. shpt.) 


12.5 
12.5-12.75 
1212 


. Reg. 
. M & below 


Oct, 12 
Oct. . : 11.75-12.75 
Oct. » (2)11.75-12 
Oct. > 11.75 
Oct. . 10.75—11.25 
Oct. ; (2)10.75-11 
Oct. eceee 9.875-10.5 


CENT. 


12 
82 Oct. 10.75 


Rae, vscc 
. M & below 





REPUBLIC OIL REFINING CO. 


Refiners of 
and Petroleum 
Marketers Products 


Main Offices: Refinery, 
Pittsburgh, Pa. Texas City, Texas 


86 Oct. Reg. 12.9(2) 


CENTRAL MICHIGAN 

(FOB Central Michigan refineries) 

90 Oct, Prem. (2)13.5-14.25 

86 Oct. 13.25-13.75(2) 
84 Oct, (2)12.5-13.125 
82 Oct. (2)12.25-12.75 


OHIO—Quotations of S.O. Ohio for delivery to 
Ohio points: 


86 Oct, Reg. 14.0 


5 p.t. 

150 Vis, 
0 p.t, 

10 p.t. 

15 p.t. 

25 


Bright Stocks 


145-155 vis. at 210°, 540-550 fi. No. 8 col, 
32.5 


25.5(3) 


31.5 
(2)30-33 


Cl™)0 “UNITED REFINING COMPANY, WARREN, PENNSYLVANIA tas 


TO JOBBERS 


WHO MARKET THE 
WORLD’S FINEST MOTOR OIL 


@ Qualified jobbers and marketers who seek the 
finest quality in 100% Pure Pennsylvania Lubri- 
cants are invited to contact UNITED. From 
producing wells, through pipe line, to two modern 


é 


refineries, UNITED provides every essential step 


in assuring a responsible source of supply. 


100% PURE PENNSYLVANIA OIL 


MEMBER P. G. C.O. A. PERMIT No. 24 
be ee ee ee ee! 














REFINING ' COMPANY 
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Cylinder Stocks 
600 s.r. filterb’! 25(3) 
650 s.r. 27(3) 
600 Ben Rater orvestensees 29(4) 
630 flash ........ , 30(3) 
MIDCONTINENT LUBES” 
FOB Tulsa basis, for domestic shipment only. 
Bright Stocks, vis. at 210° Neutrals, vis. at 
100°, 0-10 p 
Neutral Gio -Ocnventionns 
Pale Oils Col 
60-85 vis. 
86-110 vis. 
150 vis 
180 vis. 
200 vis. 
250 vis. 
280 vis. 
300 vis. 
Bright Stock—Conventional 
200 vis. D: 

10-25 p.p. 
150-160 vis. D 

0-10 p.p e . oa 

10-25 p.p. we ba sane 26—-26.5 
120 vis. D: 

0-10 p.p. > 25-26 
Bright Steck—Solvent 
150-160 vis. 0-10 p.p., 95 v.i, 
Neutral Uils—Svivent (95 v. vena, 
170-180 vis. 
200-210 vis. 
300 vis. . e 
Cylinder Stocks 
600 s.r.. olive green .... 21 
GULF COAST—Solvent Refinea Lubes 
From Mid-Continent grade crude. Prices FOB 
ship at Gulf for export. 
Bright stock—Vis. at 210° 

150-160 vis., 0-10 pour 

test, 95 v.i (2)32- 34 
Neutral Olls—Vis. at 100°; 95 v. . 5 oe p.t. 
100 vis. ° 5-21 
200 vis. n 30-22 
300 vis. x22-23.4 
500 vis. «24.5-26.7 
SOUTH TEXAS LUBES 
(Vis. at 100° F, FOB 8S. Tex., refineries for 
domestic and/or export shipment.) 
PALE OILS: 
Vis. 


eo cocwwmnms 


(2)32-33.5 


20-21(2) 
21-22(2) 
22.5-24(2) 


(4)12-12.5(2) 
(3) 13-13.5(3) 
14(6) 
15(6) 
16(6) 
(3)17-17.5(2) 
(3)18-19(3) 


(3)12~12.5(2) 
(3)13-13.5(3) 
14(6) 
15(6) 
16(6) 
(3)17-17.5(3) 
(3)18-19(3) 


INDUSTRIAL a 


FUEL OIL 


SPECIALISTS 


WATER TRUCK RAIL 


| PHOENIX OIL CORPORATION 
naa: te py oar -— . 
Phone-—WA bash 2.6322 


Refinery & Terminal Prices (Continued) 


PRICES IN EFFECT SEPT. 29 


KEROSINE, GAS & FUEL OILS 


OKLA., Group 3 (Okla, shpt.) 
41-43 w.w. 

42-44 ww. 

Range oil .. sé 8.75(3) 
58 & above D.I, "Diesel | eee (3)8.5-9 

No, 1 fuel 8-9 

No, 2 fuel 7.5-8.5 

No. 3 fuel ee cecccesere 7.5~-7.875(2) 
No. (2)$0.90—1.20 


8.75-9.25 
8.75-9.25 


OKLA., Group 3 (Northern shpt.) 
41-43 w.w, (4)8.75-9(2) 
42-44 ww. (5)8.75-9(4) 
Range oil 8.75(2) 
58 & above D.I. Diesel .. (6)8.5-8.875 
1 fuel 8-8.75(3) 
2 fuel 7.5-8.125(2 
B BUD: vw ccccsecccecses 7.5-7.875(2) 
6 (2)$0.90-1.15 


MIDWESTERN (Group 3 basis) 

41-43 w.w. (2)8. 75-9 
42-44 w.w., (4)8. 75-9 
Range oil 

58 & above D.I. Diesel ... 
No. 1 fuel 

B5G.- BGO, o.cdeeccecessess +8198 
No, 6 fuel (2790: ‘90-1. 00(2) 


(4)8.5-$.75(2) 


N, TEX, (Texas & New Mex, shpt.) 
1-43 w.w. (2)8.75-9.5(2) 
42-44 w.w. 9 

58 & above D.I, Diesel ... 
No, 2 fuel 

No. 6 fuel 


8.5-9.25 
8.25-8.5 
(2)$1.00-1.50x 


W. TEX. (Texas & New Mex, shpt.) 
41-43 w.w. 

42-44 ww. . wYTTT TTT 
58 & above D.I, ’ Diesel 
No. 1 fuel 

No, 2 TUG] 2.0 sccccs 


coeecces 8.5 
No. $0.90-1.75 


8.75 

9.25~10.25 

8.75~9.25(2) 
5-9 


E, TEX. (Truck transport lots) 
41-43 w.w., 

G3-E4 WW. ccocecvcccecese 
58 & above D.I. 

No. 1 fuel ° 


9-9.25(2) 
9(3) 


CENT. W. TEX. (Truck transport lots) 
41-43 w.w. 
58 & above D.I. 
U.G.1, gas oil 
No. 
. 2 


6 fuel 


LUBRICATING OILS 


for 


Tank Car 
Buyers 


UNIFORM 
HIGH QUALITY 


DEEP ROCK OIL CORPORATION 


PO. Box 105 Atios Life Building 


Tulso 2, Okichome 








New York 





Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


Boston 
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KANSAS (For Kansas destinations only) 
42-44 W.w. (2)9-9.875 
52 & below D.I. Diesel ... 9-9.3 
58 & above D.I. Diesel (2)9-9.3x 
No, 1 fuel cece 8.7-9.625 
No, 7.875-9.25 
No. bous 
No. ‘ 
No, (2)$1.10-1.40 


ARK. (For shipment to Ark, & La.) 
42-44 w.w. 
Tractor fuel .... 
Diesel fuel 52 & below 
Diesel fuel 58 & above 
No. 2 fuel 
No, 3 fuel 
No. 4 fuel 
5 
6 


wor on 
ae & 
oe 


id 


No, fuel 
No. fuel 


FRE DDOBROS 


WESTERN PENNA. 

Bradford-Warren:(*) 

Kerosine ser nepoes ae 11.25-11.95 
No. 1 fuel neceeee 

OO. B CEE Sivoesce-ccnse 10.75-11.2 
No. 3 fuel se . e* 10.75-11.3 
36-40 gravity fuel ee 10 


mi City: 

Kerosine secbewn on 11.25-11 
No. 1 fuel ° . 10.75-11 
No. 2 fuel TTrr 10.5-10. 
No, 3 fuel , 10.5 
36-40 gravity fuel . 10.5 


Pittsburgh: 
Kerosine 4-11 
NO, 1 PUG] ..ccssccccesers 11.3 
No, 2 fuel .cccccccscccces 10.65(2) 
No, 3 fuel .... 
36-40 gravity fuel ee 10 eh 

(*) Prices of some Bradford- Warren District 
sellers to bulk commercial consumers are 0.15c 
higher than prices shown above 


CENTRAL MICHIGAN 
(FOB Central aes refineries. ) 
11.55-12.2 
> . 11.55-12.4 
distillate .......s6+. 11.4-12 
SOG cccsos eeeees €2)10.75-11.05(2) 
fuel .. ee 
. gas oll 
fuel 
5 fuel 


OH10O—Quotations of 8.0. Ohio for delivery te 
Ohio points: 

Kerosine 

No, 1 fuel ... 

No. 2 fuel . 

Diesel (Light & Med. yy 


CALIFORNIA 

San Joaquin Valley: 

40-43 w.w. 

Heavy fuel (PS 400) 
Light fuel (PS 300) 

Diesel fuel (PS 200) 

Stove dist. (PS 100) ...... 


San Francisco: 
40-43 w.w. 
Heavy fuel (Ps 400) 


Stove dist. (PS 100) 


Los Angeles: 

40-43 w.w, ove 
Heavy fuel (PS 400) ... 
Light fuel (PS 300) 

Diesel fuel (PS 200) 

Stove dist. (PS 100) 


(2)12-12.5 
$1.75-2.00 
$2. 15-2.20(4) 


PATENT CHEMICALS 
Ceroeate 


Paterson 4, New Jersey 





Oil P 


RICE SECTION 





CHICAGO DISTRICT PRICES 


Prices to jobbers & distributors in tank car 
and/or truck transport lots FOB refineries, 
pipe line terminals and inland waterway barge 
terminals. 


Motor Gasoline 
90 Oct. Prem. 
88 Oct. Prem. 
S84 Oct. Reg. 
82 Oct. Reg. 


12.85-13.75 
(3)12.1-12.75 
Light Fuel Oils 


Range 
No, 2 


- 


oil 
fuel 


(3)10.9 
(3)9.9 


11.375 

10.375 

Heavy 
No. 
No. 
No 
No. 


Fuel Oils 


5, low sulfur .. 
5, high sulfur 
low sulfur .. 


6, 
6, high sulfur .. 


WAX 


WESTERN PENNA, (T.C., in Bulk) 
White Crude Scale: 
122-124 A.m.p 
124-126 A.m.p. 


(3)3.85—4 
(3)3.85-—4 


SEABOARD 


Melting points are AMP, 
EMP. Prices are for carload 
prices are FOB refinery; 
bbis.; fully refined, slabs loose. 
are FAS; scale in bags or bbls., 
in bags or cartons. 


20 
3 


than 

Domestic 
in bags or 
Export prices 
fully refined 


higher 
lots 
scale 


Crude Scale 
124-126 white 


N.Y. Domestic 
5.6(2) 


N.Y. Export 


Fully Refined: 
123-5 

125-7 

128-30 

130-32 

133-5 

135-7 . 

138-40 

143-5 

149-51 


NAPHTHAS & SOLVENTS 


(FOB Group 3) 
Stoddard solvent 
Cleaners naphtha 
V.M.&P. naphtha 
Mineral spirits 
Rubber solvent 
Lacquer diluent 
Benzol diluent 


11.375(3) 
11.875(2) 
11.875(4) 
10.875(4) 
11.875(3) 
(2)12.125-12.375 
- (2)13.125-13.625 


WESTERN 
Ou City: 
Stoddard solvent 


PENNA, 


Pittsburgh: 
Stoddard solvent 15(3) 
OHIO—Quotations of 8.0. Ohio for delivery to 
Ohio points: 
V.M.&P. naphtha .. 
Mineral spirits & st 
Rubber solvent 


17.0 


oddard solvent 16.0 


E. TEXAS (Truck Trnspt. lots) 


Stoddard solvent 11.25 


CENT. W. TEX. (Truck Trnspt. lots) 


Stoddard solvent 10.5 


KANSAS (For Kans. Dest’n. only) 


Stoddard solvent .......... 11.8 


ATLANTIC COAST 
V.M.&P. Mineral 
Naphtha 


Spirits 
New York 


Harbor ..... 
Philadelphia . .(3) 
Baltimore 
Boston 
Providence 


16(5) 
(4)15.5-16 
15.513) 
16.5(5) 
16.5(4) 


17(4) 
16.5-17 
ios Se 


Refinery & Terminal Prices (Continued) 


PRICES 


FOB their ter 


District 
N. Y. Harbor 
do barges 
Albany 
Baltimore 
do barges 
Baton Rouge. 
do barges 
Boston 
Charleston .. 
Corpus Christi 
Houston : 
do barges . 
Jacksonville 
Miami 
Mobile 
New Haven 
New Orleans 
do barges 
Norfolk 
Pensacola 
Philadelphia 
do barges 
Pt. Everglades 
Portiand 
Prov:dence 
Savannah 
Tampa 
Wilmington, 
my Ee -w ve 


N. Y. Harb. 
do barges 
Albany 
Baltimore 

do barges 
Baton Rouge. 

do barges 
Boston .. 
Charleston 
Houston 

do barges 
Jacksonville 
Miami 
Mobile 
New Haven 
New Orleans. 

do barges 
Norfolk 
Pensacola 
Philadelphia 

do barges 


Pt. Everglades 


Portland 
Providence 
Savannah 
eee 
Wilmington, 
- ry 


N. 


N. Y. Harb.. 
Albany 
Baltimore . 
Baton Rouge. 
Boston ...... 
Charleston 
Corpus Christi 
Houston 
Jacksonville 
Miami 
Mobile .... 
New Haven... 
New Orleans. 
Norfolk 
Pensacola ... 
Philadelphia . 
Pt. Everglades 
Portland 
Providence .. 
Savannah 
Tampa 
Wilmington, 
N.C 


bulk commercial consumers are 


IN EFFECT SEPT. 29 


ATLANTIC & GULF COASTS 


Prices are of refiners, FOB their refineries & tanker terminals and of tanker terminal operators, 


minais. Ships’ 
92 Oct. 

Prem. Gasoline 
13.85-15 
13.75-14.9 
14.2-15.2(3) 
12.9-15¢2) 
12.8 


90 Oct. 
Prem. Gasoline 
13.85-14.35 
13.75-14.25 


Reg. 


14.95-15.7 
13.3-14.475 
12.5-13.5 
12.25-13.3 
12. 25-13.3 
13.6\4) 


~ 
mm oo 


ee eek nek kt ek fk tt tt tat 


t 


13.05-14.5542) 3.05-13.2 12 


Gas House 
Gas oOli* 


9.85 


No. 5 Fuel 
(0-10 p.t.) 
(10) $3.06-3.56 
(11)3.03-3.46 
3.75 
3.06(3) 
3.03(3) 


No, 2 Fuel* 
9.75(19) 
9.65(18) 
10.05(12) 
9.85(11) 
9.75(6) 
8.4 


10.45 
9.95 
8.8 

9.95¢ 16) 10.35 

9.9(5) 

8.625-9 


. (2)8-8.5 


10.4(8) 
10.5 
9.5(2) . 
9.95110) 3.195 
8.5-8.7(3) , 


10.15 3.01 


9.85110) 9.95 
9.7519) 
10.544) 
10.05(9) 
9.9519) 
10.45(7) 
10.2515) 


(3)3.08-3.10 


10.45 ee 
10.35 3.05 
2.76(2) 


9.9(7) 


No. 6 Fuel 

No Sulfur 

Guarantee 
Barges 
$2.10(13) 


No. 6 Fuel 
No Sulfur 
Guarantee 
$2.10(13) 
2.45 
2.13(6) 
1.63 
2.15(7) 
2.03(2) 
1.63 
(3)1.63-1.65 
2.00(6) 
1.95 
1.68 
2.12(3) 
1.63(3) 
2.08(3) 


Max 


$2.20- 
2.10(4) 2. 
1.60 
2.1545) 
2.00(3) 
1.60 
1.60(5) 
1.97(6) 
1.92(2) 
1.65 
2.12 
1.60(3) 
2.05(4) 
1.85 
2.10(8) 
1.92(2) 
2.15 
2.12 
2.0014) 
1.87(4) 


s 


2.30 


2.13(8) 
1.95(2) 
2.18(2) 
2.11-2.12(3) 
2.08(5) 
1.90(5) 


2.30 


(3)12. 
12. 


bin Oa! 
~ 


NwwnNePwnr = wrnwns 


Oct. 
Gasoline 
85-13.6 
5-13.4 


a 


ch. 
3 


_ 


- 


~ 


Sa 
<8 
09 te 


— tt 


Pau eaat 
tor 


> 


~ 
io 


¥ 


PADIS 
aaa 
Ser we 


B-12.6(4) 


4) 


wm Be « 


05-12.55 


No. 5 Fuel Shore Plants* 
(15-60 p. 


$2.61 
2.58 
2.61 
2.58 
2.09 
2.05 


3.07(5) 
2.50(2) 


3.05 


No. 6 Fuel 


- 1% 


Sulfur 


2.2513) 


2. 28¢ 5) 


bunkers prices are exclusive of lighterage. 


Kerosine 

No. 1 Fuel* 
10.75(19) 
10.65(19) 
11.05(9) 
10,85(10) 
10.75(5) 
9.7 


83 Oct. 
Reg. Gasoline 


12.7-13.7(2) 
11.9-13.5 


10.95(16) 
(3)10.7-10.9(2) 


9.25-10.25 
9-9.25 
11.4(11) 
11.5(2) 
10.4(4) 
10.95(8) 
9.7-10.15 
9.7-9.95 
10.75(7) 
10.4(2) 
10.85(10) 
10.75(10) 
11.5(5) 
11.0519) 
10.9519) 
11.45(7) 
11.15(8) 


(3)10.7-10.9(4) 


Diesei Oil Light Diesel 
Ships’ Bunkers 
t.) (50 cet., 55 d.i.) (45 cet., 45 4.1.) 


(8)10.15-10.25 $4.24(4) 


10.45(4) ‘ 
10.25(5) .24(4) 


8.5 .49 
27-4.28(2) 
.18(2) 

3.4916) 


10.3516) 
10(2) 
(2)8.5-9 


431(5) 
473(2) 


10.4(6) 
10.5(2) 
9.5 
10.3515) 
8.7-9.1(2) 
1544) 

9.5 
10.25(8) 


3.49(3) 
4.19-4.24(2) 
4.24(4) 
10.5(5) 
10.45(4) 
10.3544) 


10.45(5) 
10.25(6) 


4.473(3) 


(2) 


10(2) 


No. 6 Fuel Bunker © 
Fuel 
Ships’ 

Bunkers 


$2.20-2.25(4) $2.10(11) 


Heavy 

Diesel 

Ships’ 
Bunkers 
$3.91(4) 


3.91(2) 
3.24 


2.10(4) 
1.60(2) 
2.1515) 
2.00(3) 
1.60(2) 
(8)1.60-1.85(2) 

1.97(6) 
1.92(3) 
1.65 

2.12(2) 
1.60(4) 


2.25 
2.30 


15 
3.24(5) 


3.2412) 


3.91(4) 


1.87(5) 


and terminals, and at Albany and Tampa, prices of some sellers to 


0.15¢ higher than prices shown above. 
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Refinery & Terminal Prices (Continued) 
PRICES IN EFFECT SEPT. 29 
GULF COAST—CARGOES, DOMESTIC & EXPORT, ALL PORTS PETROLATUMS 


Cargo prices are FOB ship at U. S. Guif, minimum of 20,000 bbis., and are by refiners only to WESTERN PENNA. 
other reuners, export agents, or tanker terminal operators. The figure in parentheses after each (Bbis.. carloads; tank car, 1 to 1.5c less.) 
price indicates the number of companies quoting that price. Snow white , (2)6.875-7.375 
Aviation Gasoline (MIL-F-5572) Soft white .. 3)6 7.25 
Grade 115/145 . . 17.75 Lily white 7 
Grade 100/130 ; ; 16-16. 7: Cream white 
Grade 91/96 ..... 15.75 Soft yellow 
Motor Gasoline Light amber 
92 Oct. Premium 12-12 .25(2) Amber 
90 Oct, Premium . . : 11. 75—12—12.2¢ Red 
86 Oct. Regular .. 11(2)—11 .25- 5(2) 
83 Oct. Regular 75-11-11 
fo eee ‘ 5-1142) 
70-72 Oct. M Leaded 10.25-10 


Kerosine & Light Fuels PACIFIC COAST 
41-43 w.w. kerosin : . 
No, 2 Fuel .. : : 2: (In Ships’ Bunkers, Diesel Fuel Bunker © Fuel 
Diesel & Gas Oils or Deep Tank Lots) (P.S. 200) (P.S. 400) 
an Pedro, Calif. $3.44(5) $1. 70(5) 
45-52 Diese! index San Francisco 3.6514) $1 7514) 
53-57 Diesel index 2 375 5 325 Portland, Ore 3.8614) $2 00(4) 
Heavy Fuels—Cargoers Seattle, Wash 3.8614) $2.00(4) 
No. 5 Fuel, 0-10 p.t $2.35(2)-$2.50 
Bunker C Fuel $1.50(5)-$1.75-$1.8512) 


MIDDLE EAST CRUDE PRICES MEXICAN BUNKER PRICES 


Posted Export Prices of Socony-Vacuum Overseas Supply Co. for Sale in Cargo 1 . 
(Prices are per bbi. of 42 U. 8. gals., extlusive of local port or other governmental charges U. S. DOLLARS PER BBL. OF 159 LITERS 
sales taxes, etc., if any; FOB point indicated, for gravities shown; 2c per bbl. differential per Bunker ¢ Diesel 
degree of gravity applies for gravities below and above those shown.) (Ships Bunkers) 
Type of Price API Effective Mexican Gulf 
Crude Per Bbl. FOB Point Gravity Date 6s $3.75 
Arabian $1.75 Ras Tanura, Saudi Arabia 36-36.9 Nov. 1, 1950 Tampico $1.65 oT 
Qatar $1.81 Umm Said, Qatar 39-39.9 Nov. 1, 1951 Veracruz a 3 
Arabian $2.41 Sidon, Lebanon 36-36.9 April 1, 1951 Minatitlan ‘Pactte Coast 
Iraq-Kirkuk $2.41 Tripoli, Lebanon 5.9 April 1, 1951 — acs $5.00 
Araq-Basrah $1.67 Fao, Iraq 32-32.9 Dec. 24, 1951 Guaymas 2. 7 
Manzanillo 50 4.10 
VENEZUELAN CRUDE PRICES Salina Cruz 2.50 4.10 
Prices are of Creole Petroleum Corp. for sale and/or purchase of cargo-lot quantities FOB 
deepwater terminals at ports named, and are subject to crude availability and company’s require- 
ments; 2c per bbl. differential per degree of gravity applies for gravities below and above those 
shown, except for Lagunillas Heavy for which price shown applies regardless of gravity. Price LPG PRICES 
applicable for each cargo is that in effect at time verse] tenders for loading. For purchases made 
in fields, prices shown are basis for such purchases with deductions being made for terminaling 
and pipe line services in accordance with published tariffs. Purchases not subject to contracts with 
Venezuelan government are made at price: established by schedule shown below less ic per bbl. 
Effective 


43-47 Diesel index 


ots 


(Of refiners, FOR refineries, in cents per gal., 
tank cars or transport trucks) 


Commerical Industrial 


oe Propane Propane 
Crude Gravity API §/Barrel FOB Date District roy 


Bachaquero 14-14.9 1.61 
Tia Juana Heavy . 19-19.9 
Lagunillas Heavy . Flat 
Tia Juana Medium . 26-26.9 
Tia Juana 102 L.P 26-26.¢ 
Tia Juana Light . 30-30. 
Mara . ; 30-30.¢ 
Cumarebo 48-458. 
San Joaquin 
Oficina 
Mulata teens 35-35. (Group 3 & Breckenridge prices are to biend- 
Jusepin ..... 32-32. - ers on freight basis shown below, Shipments 
oar al . wie 20-20.9 on July 24, 1952 may originate in any Mid-Continent manufac- 
lado e« . ° .f a . aripito 


July 24, 1952 turing district. 
Pedernales ... ‘ 20-20. Capure (Pedernales) Sept. 1, 1952 . , 


AVIATION ‘GASOLINE PRICES wg: ~ Sa aee 6.875( Quotations) 


(Prices are for tank cars, barges or truck transport lots; aviation gasoline meet specification FOB BRECKENRIDGE = 
MIL-F-5572, unless otherwise noted.) Grade 26-70 éa 6.375 ( Quotations) 
District Grade 100/130 Grade 91/96 Grade 80 
New York, N. Y. . ° ee 17.6-18.6 16.1-17.2 15.6-16.2 
Boston, Mass. .. . —— bb 18.3 16 15.95 
Portiand, Me 

Philadelphia, Pa 

Baltimore, Md. 

Norfolk, Va 

Charleston, 8. C. . Bevin 

New Orleans, La. (Baton Rouge) 

Houston, Tex ‘ 5-17.25 


20 


LAKE PORT TERMINALS PETROLEUM CORPORATION 
Buffalo Cleveland Detroit 


90 Oct, Premium ... 16(2) me INDEPENDENT MARKETERS 


86 Oct. Regular 14 5(3) ea Maine to South Carolina 
erosine . . 12.4515) 

Diesel Fuels , 11.9513) 10.35-10.95 25 630 FIFTH AVENUE. NEW YORK 20. N.Y 
No. 1 Fuel ; ‘ . . 11.2-11.7 

No, 2 Fuel . 11.4544) - 10.2-10.95 

No. 5 Fuel 5(a .35(4) 

No. 6 Fuel 9(2) d 7.1(4) 

(a) Delivered Cleveland 


install on all fuel oil tanks, old and new, for | gon 


. sea teas’ tu ible sean: 2 C __ NONE BETTER 
See your regular Supply House. | “JUST FILL "TIL THE WHISTLE STOPS’ [_ EXPORT Oils 
Model \Cfor old] ty SCULLY SIGNAL COMPANY comtvidge 41, Mass, [ Model LA for new DRUMMING 
‘omer tan 


Conadian Licensee: EMPIRE BRASS MFG. CO, LTD, Toronto, Ontario tank installations J 30 E. 40 ST. NEW YORK CITY 16, N.Y 


Las Piedras or Amuay Bay July 24, 1952 N. Y. Harbor ... 8(2) a 
Amuay Bay Sept. 1, 1952 Philadelphia .... ( 
Las Piedras or Amuay Bay July 24, 1952 Baltimore . cee epee 
Amuay Bay July 24, 1952 Hastings 

Amuay Bay July 24, 1952 Toledo 

Amuay Bay July 24, 1952 

Las Piedras or Amuay Bay July 24, 1952 

Tucupido July 24, 1952 

Puerto La Cruz July 24, 1952 NATURAL GASOLINE 
Puerto La Cruz July ,» 1952 

Puerto La Cruz Sept. 1, 1952 
Puerto La Cruz July 24, 1952 


NNNNNNNNNNI 
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Tank Wagon Prices 


Prices for gasoline do not include taxes; 
inspection fees as shown in next column. 
separate column, 
county taxes as indicated in footnotes. 


footnotes. 


Atlantic 
Gasoline Kero.& 
(Regular Grade) No. 1 
Dir. Cons. Fuel 
T.W. T.W. Taxes T.W. 
Allentown, Pa. 15.3 15.3 7.0 14.8 
See awe -. 15.35 
Erie jun as -. 15.35 
Greensburg ... 15.6 15.6 , 15.35 
Harrisburg .... 15.3 15.3 ? 14.8 
Philadelphia .. 14.7 14.7 , 14.2 
Pittsburgh .... 15.6 15.6 c 15.35 
Reading ...... 15.3 15.3 é 14.8 
Scranton ..... 15.3 15.3 - 15.1 
Wilkes Barre... ... soc a 
w - pecan -» 15.6 15.6 ‘ 15.1 
WE vecwess wee al <> ae 
Wilmington, 
ae 


ATLANTIC 
REFINING 


. 14.7 14.7 
Bridgpt., Conn. 14.8 
Hartford ..... 14.8 
New Haven ... 14.8 
Boston, Mass, . 14.9 
Fall River .... 14.9 
Springfield .... 15.6 
Worcester .... 15.1 
Prov., R. I. .. 14.9 
Camden, N. J.. 14.6 
Newark '....... 14.6 
Albany, N. 23 14.7 
Binghamton ... 15.8 
Buffalo ....... 15.5 
Elmira 15.8 
Rochester .... 15.5 
Syracuse ..... 15.4 
Watertown .... 16.6 
Baltimore, Md. 14.5 
Richmond, Va.. 14.5 
Charlotte, N.C. 15. 15.4 
Jacksonville, 
Fla 


—) 


14.2 


OD OPAMMRAMRMAANBRARAMAMAA 
So ecoocoeosooooosoooKwKwwws 


15.2 


Mineral Spirits V.M.&P. 
T.W. T.W. 
Philadelphia, Pa. .... 16.5 18.0 
PiteRarG ...- ccceced 20.0 21.0 


Heavy Fuel Oils—T.W. 


No. 5 No. 
Philadelphia, Pa. ....... 7.86 6.0 


Notes: 

Kerosine—Thru Penna. & Del., add 2c per 
gal. for t.w, deliveries of less than 25 gals. 
at one time. Camden—Add ic for deliveries of 
100-299 gals., 2c for less than 100 gals. 

Mineral Spirits prices also apply to Stod- 
dard Solvent. 


CONT'L (N. B. Prices are Continental’s 
tankwagon prices. Current selling 
OIL prices may vary from those shown 

because of local conditions. ) 

Conoco Demand 

N-tane (3rd Gaso- Kero- 
(regular) Grade) line sine 
Tank Wagon Taxes T.W. 
13.8 .0 
16.2 
14.6 
14:7 


Denver, Colo. 
Grand Junc. 


Twin Falls, Ida.. 
Albuquer., "NLM... 
Roswell ........ 
Santa Fe . 
Muskogee, Okla. . 
Oklahoma ow. 
po eee 


% 
WWW WOH MASSONNANWH 
0 00 G0 %© gp Go GO m3 Go G0 Ge GP GO 90 G0 G0 on 


ANNAOMMSSCOSOSOOSOS 
UboNNONAwMWNAASUHA 


Taxes: 

Gasoline tax column includes these city taxes: 
Albuquerque & Roswell, 0.5c; Santa Fe, 1c; 
Cheyenne, 1c; Casper, le. 

Discounts : 

Salt Lake City and Twin Falls gasoline 
and kerosine prices apply for deliveries of less 
than 200 gals.; 200-399 gals., deduct 0.5c; 
400 gals. and over, deduct ic. 
Notes: 


T.W. prices are to consumers and dealers. 


60 


they do, however, include 
Gasoline taxes, shown in Ala. 
include 2c federal, and state taxes; 
Kerosine tank wagon prices 
also do not include taxes; kerosine taxes where levied are indicated in 
Discounts, if any, are shown in footnotes. 


effect Sept. 29, 1952, as posted by principal marketing companies at 


their headquarters offices, 
Inspection fees per gal., 
unless otherwise specified, are as follows: 
1/40ce on gasoline; Ark. 
2/25¢; Kans. 1/100c; La. 1/32c; Minn. 5/200c; Mo. 1/25c; Neb. 2/100c: 
Nev. 1/20c; N. C. 1/4c; N. D. 1/20c; Okla., 
1/40c; Tenn. 2/5c; and Wisc. 3/100c 
Kerosine inspection fees only: Ala. 


also city and 


These prices in 


CALIFORNIA ‘ 
STANDARD T.T. 


400 Gals. & over 
San Fran., Cal. ... 5 
Los Angeles 
Fresno .... 
Phoenix, Ariz. 
Reno, Nev. 
Portiand, Ore. 
Seattle, Wash. 
Spokane 
Tacoma ... 
Boise, Idaho 
Salt Lake, U. .... 
Honolulu, T. H. . 
Fairbanks, Alaska. 
Juneau ... 


CHEVRON 
Regular) Av. 80/87 
T.T. 


0D Wim RO eR DOCH EN BONUS 
PPI WWD DIIRAS 


WH ORNSOHOOMWAS 


Stan 

Kerosine Diesel Standard 
T.T. FurnaceOil StoveOil 

40/199 T.T. 7.T. 
gals. (400 gals.or more) 

(ex all taxes) 

10. 12. 

11.§ 

13 
15. 
15. 


oun 


San Fran., Cal. .. 
Los Angeles $o% 
Fresno wees 
Phoenix, Ariz. 
Reno, Nev. .... 
Portland, Ore. 
Seattle, Wash. 
Spokane 

Tacoma ... 
Boise, Idaho 

Salt Lake, U. 
Honolulu, T. ” 
Fairbanks, Alaska 
Juneau * 


O@ 
ne Or Ol Co 


v 


iéa 
ié.s 
13. 
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Taxes: 

Boise—Sc gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 2.5c State. 

Salt Lake—7c gas tax applies to motor 
fuel only; avgas taxes are 2c federal, 4c 
state. 

Honolulu—8.5c gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 4c terri- 
torial. Standard Diesel/furnace oil price is 
ex ic territorial liquid fuels tax. All T.T. 
prices are ex Hawaiian gross income tax of 
1% to resellers, 2.5% to consumers. 


Notes: 

Gasoline—For other deliveries of Chevron 
(Regular) and Chevron Aviation 80/87, add to 
400-gals.-and-over price 1.0c for 40-199 gals. ; 
0.5¢ for 200-399 gals., except for deliveries to 
Marine trade in Alaska (excluding Chevron 
Aviation 80/87) where 0.5c differential applies 
to 40-399 gal. delivery; for less than 40 gals. 
add 4.0¢ gal., except at Honolulu add 4.5c¢ for 
less than 40 gals. to Marine trade and less 
than 100 gals. to Shoreside trade. Prices for 
Chevron Aviation 80/87 at Salt Lake City ap- 
ply to all quantities in excess of 40 gals. 
Prices for Chevron Supreme (Premium) are 
2.0c gal. higher than Chevron (Regular) for 
quantity delivered, except at Salt Lake which 
is 1.5¢ gal. higher. For less than 40 gals, de- 
liveries, add 4.5c gal. to 400-gals.-and-over 
price, except at Honolulu, add 5.0c gal. for 
less than 40 gals. (Marine) and less than 100 
gals. (Shoreside). Add to Chevron Aviation 
80/87 quantity delivered prices, 2.0c for 91/98, 
5.0c for 100/130, and 8.0c for 115/145. 

Kerosine—T.T, prices, except at Salt Lake 
City, apply to deliveries of 40-199 gals. For 
other deliveries: less than 40 gals., add 4c; 
200-399 gals., deduct 3c; 400 gals. & over, 
deduct 4c; tank car-truck trailer, deduct 5.5c. 
Salt Lake City posted tank truck price is for 
minimum 40 gal. deliveries. 

Standard Diesel/Furnace Oj] & Standard 
Stove Oil—T.T. prices are for deliveries of 400 
gals. or more. For other deliveries: 40-199 
gals., add ic; 200-399 gals., add 0.5c; less 
than 40 gals., add 5c. 


HUMBLE = Humbe 
Gasoline Gaso- 

T.W. Retail T: 

Dallas, Tex.. 14.0 19.0 6. 
Ft. Worth .. 14.0 19.0 6. 
Houston .... 14.0 19.0 6. 
San Antonio. 14.0 19.0 6. 


Notes: 


T.W. prices are to all classes of dealers and 
consumers. 


Kerosine 
Tank Re- 
Wagon tail 


axes 
0 
0 
0 
0 


12.8 17.0 
12.8 17.0 
12.8 17.0 
12.8 17.0 


but subject te later correction. 
included in both gasoline and kerosine prices 


1/20c; Fla. 1/8¢c; Ill. 3/100c; Ind 
2/25e; 8. C. 1/8c; 8S. D 
1/2c; Iowa 1/50c; Mich, 1/5c 


Esso Gasoline 
(Regular Grade) 
Gasoline 


ir. 


ESSO 
STANDARD 


Atlantic City, 
Newark 
Baltimore, 
Cumberland 
Washington, D, C.. 
Danville, Va. 
Petersburg 

Norfolk 

Richmond 

Roanoke 
Charleston, W. 
Fairmont 
Parkersburg 
Wheeling 

Charlotte, N. 
Hickory 

Mt. Airy 

Raleigh 

Salisbury 
Charleston, S. C. .. 
Columbia 
Spartanburg 

New Orleans, 
Baton Rouge 
Alexandria .. 
Lake Charles 
Shreveport 

New Iberia ...... 
Knoxville, Tenn. 
Memphis .. 
Chattanooga 
Nashville os 
Little Rock, 


ccoooeoeo 
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: 
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Ark. . 9 i 
Naphthas-T.W. & Steel Bbis. 
Min. Spirits V.M.&P. 


<=) 


Newark, N. J. 
3,600 gals. & over... 17 
Steel bbls. 
Baltimore, Md. 
3,600 gals. & over... 15. 
-, scvececese Gils 
Washington, D. c. 
100-499 gals. ....... 19 
500-3,599 gals. .. 18. 
3,600 gals. & over. 16 
Steel bbis. ..... 25.0 


FU EL oms—rT. w. 

No. 1 No. 2 No.4 No.6 
Atlantic City, N.J. 14.0 
Newark, N. J. ... 13.9 9 $3.584 $2. 656 
Baltimore, Md. .. 13.9 3 3.52 2.59 
Washington, D. C. 14.3 4 3.68 2.54 
Norfolk, Va. ..... 14.0 9 oaes 66> 
Danville a 
Petersburg ... 
Richmond 
Roanoke ...... 
Charlotte, N. ¢. 
Hickory 
Raleigh Sabaree 
Charleston, 8. C.. 
Columbia 
Spartanburg : bods ae 
Taxes: Louisiana kero: ine prices do not 
clude ic state tax. 
Notes: 

Kerosine No. 1 Atlantic City prices are 
for deliveries of 300 gals. or more; add lc for 
100-299 gals. 2c for less than 100 gals. 

No. 6—Washington price is for min. delivery 
of 1,050 gals.; for min. delivery of 2,500 gals 
price is $2.48 per bbl. 


IMPERIAL (Prices are per imperial gal.; to 
arrive at price per U, 8S. gal., 
IL subtract 1/6th.) 
Esso Gasoline 
(Regular Grade) 
Dealer Gasoline 
Taxes 


St. John’s, Nfid. 
Halifax, N. 8. .... 
St. John, i Se 
Charlottetown, P.E. ‘. 
Montreal, P. Q. .. 
Toronto, Ont. 
Hamilton, Ont. 
Winnipeg, Man. 
Brandon, Man. 
Regina, Sask. .... 
Saskatoon, Sask. .. 
Calgary, Alta. . 
Edmonton, Alta. 
Vancouver, x C.. 10. 

(*) Price is for Esso Extra (Premium) 
Taxes: Gasoline taxes are provincial taxes 
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OIL PRICE SECTION 





Tank Wagon Prices (Continued) 


SOCONY VACUUM 


Mobilgas Aircraft Mobilfuel MOBILHEAT 
Grade Grade Grade Mobiigas (Regular Grade) Mobile Kerosine Diesel (Ne 2 Fuel) 
Gasoline 80 91 100 «=6Cons. ~=s—iDIrr. Cons. Dir. T.Cc. Yard T.W. T7T.C. T.W. T.C. Yard T.W. 


T.W. T.W. T.C. T.c. 
New a City: 


mo: 


Richmond 
Albany, N. Y. 
Binghamton 
Buffalo 
Jamestown 
Mt. Vernon 
Plattsburg 
Rochester 
BERET ERT Cee 
Bridgeport, Conn. .. 
Danbury .. bis at 
Hartford 
New Haven 
Bangor, Me. 
Portland en 
Boston, Mass. 
Concord, N. H. 
Lancaster 
Manchester 
Portsmouth ‘ 
Providence, R. I 13.7 
Burlington, Vt 14.6 
Rutland .. = plese ides one one Fewe 6. =a 12.9 : 
Tank Wagon Prices Buffalo Y. City Rochester Syracuse 
DE CUBE KS 5.0.03 + tno aeGp'naise guhanemeben 18.5 17 20.0 21.0 
V.M.&P. ty oes 20.5 


18.5 21.5 27.5 
Taxes: N.Y.C. prices do not ‘include 3% city sales tax applicable to price of gasoline (ex tax). 
Discounts : 


Mobil Kerosine—Mt. Vernon T.W. less 0.5c for deliveries of 300 gals. or more 
Mobilfuel Diesel—All points, 0.5¢ for T.W. deliveries of 800 gals, or more. 

= Mobilheat—Mt, Vernon T.W. less 0.5¢ for deliveries of 300 gals. or more. 

Notes: 
Syracuse V.M.&P. price is in steel barrels. Jamestown T.C. prices are delivered prices; all other T.C. prices are FOB bulk terminals 
Mobil Kerosine and Mobilheat tank car prices are to bulk plant operat»rs; tank car prices to commercial consumers are 0.15¢ higher. 
Mobilfuel Diesel tank car prices are to commercial consumers; tank car prices to bulk plant operators are 0.15c less, 

Effective dates: x Sept. 25; xt Aug. 1; x° July 28. 


OHIO STANDARD 


Sohio X-Tane Gasoline > 
Aviation Gas.-Cons. T.W. Naphthas & = T.W. 
“ . Sehio Sehio Sohio o 8.R. D.C. a Ne. 1 No. 2 

7asoline Avia. sol- Naph- » . 

Taxes 91 oa Sohjo-Heat Sohlo-Heat 
23. 20.0 9° 12.9° 
20.0 9° 12.9° 
20.0 9 -. 

20 9° 9 
20. 9° 9° 
20 
20 
20. 
20 
20 
= . 9° 9° 
: 2 . 1s 15 20 21.5 20 2 13.9° ‘ 9° 
Taxes: Hangar operators can purchase aviation gasoline less 4c per gal. State Road “Tax by supporting purchase with State Tax Exemption Form 
A-10 to supplier. 
Discounts: Sohio Aviation—on contract to hangar operators and resellers, 2c off consumer t.w. 
Kerosine, Nos. 1 & 2—Prices with asterisk (*) are for t.w, or drum deliveries of 100 gals. or more; less than 100 gals., 0.5¢ higher. Prices at 
other points are for t.w. or drum deliveries of 50 gals. or more; less than 50 gals., 0.5c higher. 
Naphthas—To contract consumers off t.w. prices (except Lucas County) 300 to 999 gals., 0.5c; 1000 to 2499 gals., 0.75c; 2500 to 4999 gals., lc; 
5000 or more gals., 1.5c. Lucas County: less than 50 gals., tank wagox price, 50 to 249 gals., 0.5c; 250 to 499 gals., 1c; 500 gals. or over 1.5¢ 
Notes: Renown (third- -grade) gasoline prices are same as X-Tane unless ot ,erwise noted. 8.S. prices are at company-operated stations 


INDIANA STANDARD 


Tank wagon prices listed below were obtained by NPN correspondents who visited Standard of 
Indiana bulk plants where the company’s prices are publicly posted. Kentuck 
Red Crown (Reg. Grade) Standar 

Red Cr’n, Red Cr’n. St lex Fu ou——————_ 


; x rnace , Gaso- 

Cons. Gasoline Kerosine 1-99 100 gals. 100-174 175-999 1,000 gals. ‘ 

T.W. T Taxes gals. & over gals. gals. & over 
Chicago, Ill. .. 17 ae ‘ ove eeee 
South Bend, Ind. 18. 
Detroit, Mich... 16 
Mpls.-St. Paul . 17. 
Des Moines, Ia.. 16. 
St. Louis, Mo... 16 
Wichita, Kans. . 14 
Omaha, Neb. .. 17 
Fargo, N. D. .. 18 
Huron, 8. D. 18 
Milwaukee, Wisc. 17 
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Akron .. 

Canton 
Cincinnati 
Cleveland 
Columbus 

Dayton 

EAD 2 case 
Mansfield’ 

Marion gé<e tec 
Portsmouth . 
SN < Wes co acces . 
Youngstown ...... .f 
Zanesville 


SSESBESSESS 
ecoocoooooeooeososo 


23. 
23 


SoooooooooooS 


b5d300030000 
a nboendosesbue 
ahah ah ahah aot a at 
penn nn nm nmnme 
SVEaeeergrrrgag 





a 
So 


14. Covington, Ky 
Lexington 
Louisville 
Paducah rer 
Jackson, Miss. 
Vicksburg e+e 
Birmingham, Ala. 
Mobile ......... 
Montgomery 
a wes sal Atlanta, Ga. 
Augusta 
Fuel Olls—T.W.—Chicago, Ml, Fire-Chief Gasoline Macon . 
Standard Stanolex (Regular Grade) Kerosine Savannah . Seed 
Heater Oil Furnace Oil Dealer Gasoline Jacksonville, Fla. 
eer nawee 15.8 14.8 Taxes Ww Miami ......... 
100-149 gals, ........ 14.8 “rts Dallas, Tex. Pensacola . 
150 gals. & over .... 14.3 pee Fort Worth ae Tampa 
100-399 gals. ........ ite . Wichita Falls ... 
400 gals. & over .... 6a i Amarillo 
eo " Tyler 


EI 
Fuel A Fuel C ee 
9.0 
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Taxes: 


Gasoline tax column includes these city & 
county taxes: Mobile, 2c city; Birmingham, Ic 
county; Montgomery, ic city & ic county; Pen- 
sacola, ic city, Other taxes not included in 
prices: Georgia, kerosine, 1c; Montgomery, ker- 
osine ic; Mississippi, kerosine 0.5c 





1-749 gals. ......... 10.15 ; 7 

750 gals. & over .... 9.4 8.25 an 

Taxes: St. Louis, Mo., gasoline tax includes ic Houston 

city tax. Des Moines, Ia., kerosine and furnace San Antonio 

oil prices do not include 4c state tax. State Port Arthur ... 0 . . . 

sales, occupation, consumer & use taxes to be Notes: Dealer t.w. prices apply also to all Notes: 

added where applicable. classes of consumers with minimum delivery Consumer t.w. prices are same as net dealer 
* **Temporary’’ price. of 50 gals. prices 
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STATISTICS 





Midwestern Lubricating Oils 


(Compiled by Western Petroleum Refiners Assn. from figures of 12 
reporting companies, figures in bbls. of 42 gals.) 
JULY 1952 
Steam 
Total Solvent Total Re- 
Bright Bright Viscous V fined Blended 
Steck Stock Neutrals Neutrals Oils Stock Oils 
Production . 336,101 306,512 531,940 459,836 98,179 36,874 579,759 
Shipments: 
Domestic . 303,701 264,898 587,497 515,415 92,265 22,385 527,998 
Export ...... 24,687 18,841 13,053 13,053 1,783 633 94,692 
TOTAL . 328,388 283,739 600,550 528,504 94,048 23,018 622,690 
Inventory 
July 31, 1952 387,355 290,595 738,334 597,080 147,674 46,889 392,564 
Days Supply .. 37 36 40 37 
JUNE 1952 ‘ 
Production . 284,506 238,562 483,253 374,268 109,436 17,840 546,126 
Shipments: 
Domestic .. 335,569 281,963 557,991 465,095 103,760 19,291 498,142 
Export 22,225 16,054 20,316 17,595 1,278 3,958 89,557 
TOTAL ... 357,794 298,017 578,227 482,690 105,038 23,249 587,699 
Inventory 


June 30 ..... 379,642 267,822 806,944 665,748 143,543 33,033 435,495 
3 


Days Supply .. 6 33 44 42 
JUNE 1951 
. 293,268 223,746 612,180 513,078 110,221 21,859 589,997 


Production 
Shipment: 
Domestic 253,088 217,784 555,345 453,413 115,083 22,637 445,135 
Export 47,366 10,508 16,786 13,975 1,249 403 86,845 
TOTAL ... 300,454 228,292 572,131 467,388 116,332 23,040 531,980 
Inventory 
June 30 .... 292,232 204,915 761,956 646,681 148,334 33,385 373,483 
Days Supply .. 29 24 41 41 





Pennsylvania Lubricating Oils at Refineries 


(Compiled by National Petroleum Assn. from rts of companies re- 
fining Pennsylvania Grade crude oil. Figures in bbis. of 42 U. S. gals.) 


Pro- Total In- Pro- Total In- 
duction ventory duction ventory 
duly, July 31, June, June 30, 
1952 1952 1952 1952 
. Raw Long residuum. 
. 600 steam refined stock. 
. Other steam refined stock. ese 
. Finished dewaxed long residuum. 
. Bright stock .... , 
. Viscous neutral, below. 180 vis. ‘but 
not below 142 vis. @ 100 
. Viseous neutral, 180 vis. @ 


.. 201,544 133,088 234,299 120,916 
54.689 75,175 48,802 74,995 
146,285 154,849 161,777 172,504 
85,729 140,980 109,410 141,605 


83,592 193,954 106,574 190,771 





Pennsylvania Oil Other Than Lubes at Refineries 


(Compiled by National Petroleum Assn, from report of all region 
refiners. Figures in bbis.) 


duly 31, June 30, 
1952 1952 
. Naphthas & Gasoline 
(1) Straight run, unblended and/or unleaded, 
for sale as motor fuel. 3,291 3,526 
(2) Naphtha and gasoline, for sale ‘for blending 
or further refining or held at refinery for 
further distillation, reforming, blending 
or leading 
(3) Below 65 octane, 
or (2) above aa 
(4) 65 octane and above. e 
. Salable naphthas other than motor fuel “mate- 
rial (does not include refinery process naphthas) 8,639 7,610 
. Kerosine .. phate pis 06 4 58,072 56,135 
36/40 gas oil (include ‘furnace ‘oll). 110,676 67,355 
Fuel Oil (not reported above) 53,763 57,147 
. Oils held as cracking cone oer 5 stocks. . 330,904 275,828 
Non viscous neutral ... > 27,214 23,238 
PID Ae wie wininse 0 05 Dailbisve PEW Apeabe 44 6 95,689 87,846 
ay (PORNO: so eicwe ccoccwetegake tebe sen 21,372 20,454 
. Wax (lbs.) ‘3 11,277,020 10,235,941 


201,710 209,798 


367,214 411,441 


SEPA aaee w 


~ 





Net Stocks of Pennsylvania Crude Oil 


(Compiled by National Petroleum Assn. Figures in bbls.) 
duly 31, dune 30, duly 31, 
1952 1952 1951 
At refineries . 441,772 386,099 363,957 
Pipe Line and tank farm. 1,548,884 1,553,547 1,447,661 
EEE. < sige tne saeeee 1,990,656 1,939,646 1,881,618 





District 5 Demand 


(California, Oregon, Washington, Arizona and Nevada) 
(Bureau of Mines Figures in thousands of bbis, daily) 
duly June 
1952 
Gasoline & Naphtha ... .. 2.2... ..00ccseceees 468 
Liquefied Petroleum Gases ................... 21 
Kerosine & Kerosine Distillates 5 
Lubricating Oils & Distillates ................ 18 
Stove Oil & Diesel Oil 123 
Fuel Oil Ldikimnanad-ou kes 318 
Pe Oe SNe GN. ss oc he 00 00040c 05.00 Nben0e 49 





Dealer and Service Station Prices for Regular-Grade 
Gasoline in 50 Representative Cities*** 
SEPTEMBER 1, 1952 


Cents Per Gallon 
Dealer’s Indicated Gasoline Tax Service 
: Net Price Dealer (Ine. 2e Station 
City (Ex Tax) Margin federal tax) (Inc. Tax) 
Average United States .. 15.31 4.94 7.32 
Portland, Me. . ae 3.90 26.90 
Manchester, “a ane -+. 14.40 24.90 
Burlington, Vt. ......... 15.60 27.80 
Boston, Mass. ........ 14.90 26.50 
Providence, R. I. ....... 14.90 25.90 
Hartford, Conn. ........ 14.80 23.90 
Buffalo, N. Y. 15.50 26.80 
New York, N. Y. ....... 14.70 27.50 
Newark, N. J. .......... 14.60 24.90 
Philadelphia, ls, néeecks.) we 26.90 
Se, GD tbe cs disiue de 14.70 27.40 
Baltimore, Md. .. escvee SEBO 
Washington, D. C. 14.90 
Charleston, W. Va. ..... 16.10 
....... S. Sa eeaereres 
Charlotte, N. C. ........ 15.40 
Charleston, 8. C. ...... .50 
Atlanta, MG oe desceeck .90 
Jacksonville, Fla. eevepen .20 
Birmingham, a ee 5.70 
Vicksburg, Miss. ....... 5.20 
Memphis, Tenn. ........ 5.00 
Lamingtom., Ey. .....-.<. 5.50 
Youngstown, Ohio 5.50 
South Bend, Ind. .50 
CN A. 6 be nasa ce ess 5.30 
Detroit, Mich. we -80 
Milwaukee, Wis. ........ 5.10 
Twin Cities, Minn, ..... 5.50 
Fargo, N. RAR EES ; .50 
PO Gk Ge wads eee 5.70 
Omaha, Diy. pubcsviea bas 5.50 
Des Moines, lowa 40 
St. Louis Mo. 20 
Wichita, Kans. 00 
. i. rr 50 
Little Rock, Ark. 90 
New Orleans, La 30 
Houston, Texas 00 00 
Albuquerque, N. 00 .50 
Denver, Colo. 80 10 
Casper, Wyo. 60 .90 
Butte, Mont, 00 .50 
Boise, Idaho 70 .50 
Salt Lake read Utah ...1 40 .10 
Reno, Nev. ... 00 .00 
Phoenix, Ariz. bad anuecse -20 .50 
San Francisco, Calif. ... .50 .80 
Postings, OFO. .....seces .00 5.50 
Spokane, ree 7.80 5.00 
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54 Includes city tax of lc per gal. 

** Includes city tax of 0.5c per gal. 

*** API figures as reported by The Texas Co. 

+ Editor’s Note: Where there are price wars these indicated margins 
do not necessarily show what the dealer is actually realizing per gallon 
of gasoline sold. Special allowances temporarily are being granted to 
some dealers hit by fhe subnormal retail prices. 

tt Applies to deliveries of 400 gals. and over 





Production of Natural Gasoline 


(Bureau of Mines figures in bbis., 000 omitted) 


duly 
1952 
East Coast 
W. New York . 
W. Pennsylv ania 
West Virginia ..... 
Illinois an 
Kansas 
Kentucky 
Michigan 
Ohio bits guess 
Oklahoma 
Arkansas 
Louitiana: 
Gulf 
Inland .. 
Mississippi 
New Mexico 
Texas: 
Gulf 
West Texas 
East Texas ....... 
Panhandle 
Other 
Colorado 
Montana 
Nebraska 
Utah 
Wyoming ‘siti woeees 
California chvaewares 2,386 
17,271 
Daily Average 56' 576 
* Colorado, Nebraska and Utah gasoline products included with Wyoming. 
* Michigan production included with Illinois. 
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DISPLAYED: Advertisements set in special type or with border— 
$13.50 ny column inch. 
UNDISPLAYED: A 4 Wanted”, 


For Sale’ “Wanted | to Buy” 

“Business classifica- 
tions set in type this size witho my HO yp 7 Minimum 
charge $7.50 per insertion. 


CLASSIFIED 





‘Positions Wanted’’—15 cents a word. Minimum charge = per insertion. 
Box number counts 2 words. Copy must reach us by Wednesday 
preceding date of issue. 

All classified advertisements are payable in advance. 


No agency commission or cash discounts on classified advertisements. 





Position Open 


Position Open 


For Sale 








SALES OPPORTUNITY 


MEN and field supervisors. Ex- 
cellent positions now available 
with Armstrong Rubber Com- 





HAVE EXCEPTIONAL OPPORTUNITY 


For young man with $5,000 to $10,000 1951 
cash. Propane _ experience help- 
ful. State qualifications in first letter. 
EXPERIENCED TIRE SALES- Replies confidential. 
We specialize in petroleum properties. 
ETROLEUM MARKETERS 
605 Produce Bank Bids. 
Minneapolis 3, Minn. 


INDEPENDENT GASOLINE, fuel oil and re- 
tail coal business, $260.000 gross sales in 
. Three service stations, bulk plant, office 
and warehouse. Real estate and equipment 
$70,000 plus about $20,000 inventory. Located 
in good northern Indiana industrial town 
Prefer to sell complete, but will give long term 
lease to responsible parties. BOX 704. 








pany. Fine opportunities for ad- 
vancement. Salary plus liberal 
expenses, generous pension plan. 
Interviews arranged at your 
convenience. Write today for 


spondence confidential. 
GENERAL SALES MANAGER 


THE ARMSTRONG RUBBER CO. 
WEST HAVEN, CONNECTICUT 








Kansas City, Mo. 





For Sale 


1947 FORD FUEL OIL TRUCK, completely 
equipped, four compartments, 817 gallons, 
New Paint. ready for 
service. $1595.00. BORDERLINE OIL. COM- just opened. One owned outright; other 
PANY, 1010 Sixth, Port Huron, Mich, 


further information. All corre- —, 5 oS 


5750 GALLON, 1948 TANDEM FRUEHAUF, rental. 10 dealers and com, acts 
4 compt. double heads, underslung meter box. 
A real buy, excellent 


tires. HIland 1385, 
BRUCE E. HACKETT CO., 


Business Opportunity 


MAJOR OIL FRANCHISE: 50,000 G.P.M., 
includes 2 truck stops on main N/S highway 


property for development. All new equipment; 
1951—-1200 gal, tank truck. Low bulk plant 
Volume 
increasing every month. Located 8/E in two 
season resort and tourist area. Other interests 
requiring full attention Full data to 
qualified inquiries. BOX 707, 


621 West 58 St., 





Lube Price Hike Boosts Index 


WASHINGTON—Bureau of Labor Statistics’ wholesale 
oil price index showed decrease in lubricating oils of 1.0%, 
which brought refined petroleum products index down 
0.1% but did not change over-all index during week ended 
Sept. 23. Complete index based on Platt’s Oilgram quo- 
tations, is shown below for weeks ended on dates indicated 
(1947-49 equals 100): 

% Change 


Sept. 16 to 
Sept. 23, 1952 


Sept. 23 Sept. 16 Sept. 25 
1952 1952 1951 

Crude and products .... 108.5 ‘ 110.9 
Crude 9. , 109.0 
Refined products: 
Gasoline é 
RRS ae 
Distillate fuels cS eepiew ese 
Residual fuels 
Lubricating oils 
Natural gasoline 


Atlantic Ups Bronte Crude Prices 


DALLAS—In line with higher ceiling granted by Of- 
fice of Price Stabilization, Atlantic Refining Co. has in- 
creased prices it will pay for crude oil purchased in 
Bronte Field, Coke County, Tex., by 7c per bbl., effective 
Sept. 11. Company’s new schedule ranged from $2.23 
bbl. for below 20 gravity oil up to $2.65 for 40 gravity 
and above. 

On same date, Atlantic posted same schedule of prices, 
initially, for oil purchased in North Bronte Field. 


Spot Offerings of LP-Gases Disappear 


TULSA—Spot lots of ‘liquefied petroleum gases for 
most part have disappeared from market, according to 
reports here and from other Mid-Continent districts 
Sept. 24, and storage is well filled at all levels of supply 
in preparation for early fall consumer demand. 

Group 3 prices are firm at ceiling levels of principal 
manufacturers—4c for propane, 4.5c for butane-propane 
mix, and 5c for butane—and while some trade sources say 
occasional spot cars of both propane and butane can be 
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picked at these prices, primary suppliers generally are 
holding material for boost in contract shipping instruc- 
tions anticipated in next 10 days to two weeks. 


Fog Oil Bids Opened by ASPPA 


WASHINGTON—Prices for Fog Oil ranging from 11.6c 
on West Coast, 13.88c on Gulf Coast, and 14.7c on East 
Coast, were quoted to Armed Services Petroleum Pur- 
chasing Agency in bids opened here Sept. 22. 


ASPPA tender, among other products, calls for 2,650,- 
000 gals. of Fog Oil, Type SGF-1, and 1,400,000 gals. of 
Type SGF-2, in government furnished 55-gal. drums to 
meet Department of Army requirements during period 
Nov. 1, 1952 to Oct. 31, 1953. Twenty-five suppliers 
tendered bids for all or part of the two quantities. 

Apparent low bids in cents per gal. with quantity of- 
fered in parentheses, follow: 


Item 5 
(Type SGF-1 Spec, MIL-F-12070, Omi (©) 

B—Requirement, 250,000 gals., Guif Coast Port of Embarkation 

Atlas Luoricant Corp., New Orleans (250,000 gals.), 15.42c, FOB 
New Orleans. 

C—Requirement, 500,000 gals., East or Guif Coast Port of Embarka- 
tion 

East Coast—Paragon Oil Co., Brooklyn (2,400,000 gals.), 16.79c, FOB 
Brooklyn. 

Gulf Coast—Atlag, Same as (B) above; California Oil Co., New York 
(2,650,000 gals.), 16.3c, FOB New Orleans. 

D—Requirement, 1,900,000 gals., East; Gulf or West Coast Port of 
Embarkation 

East Coast—Paragon, Same as (C) above. 

yulf Coast—Atlas and California Oil, same as (C) above 

West Coast—Union Oil Co., of California, Los Angeles (1,900,000 
gais.), 11.6c, FOB Oleum, Calif. 


Item 6 
(Type SGF-2, Spec. MIL-F-12070, Omi ©) 

B—Requirement, 250,000 gals., Gulf Coast Port of Embarkation 

Atlas Lubricant Corp., New Orleans (750,000 gals.), 13.88¢, FOB 
New Orleans; 

Penola Oil Co., New York (1,400,000 gals.), 13.88c, FOB Houston 

C—Requirement, 250,000 gals., East or Guif Coast Port of Embarka- 
tion 

East Coast—Paragon Oil Co., Brooklyn (1,150,000 gals.), 14.7c, FOB 
Brooklyn. 

Gulf Coast—Atlas and Penola, same as (B) above 

D—Requirement, 900,000 gals., East, Gulf or West Coast Port of Em- 
barkation— 

East Coast—Paragon, same as (C) above 

Gulf Coast—Atlas and Penola, same as (B) above. 

West Coast—Golden Bear Oil Co., Los Angeles (200,000 gals.), 12.15¢ 
FOB Los Angeles; Standard Oil Co. of Calif., San Francisco (900,000 
gals.), 12.59¢c, FOB Richmond, Calif. 
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How Oil's TBA Supply Setups Work 


While it is easy for the TBA manager of an oil company to 
be thoroughly familiar with the TBA supply programs used by 
competing companies, there are many people in the oil business 
whose knowledge of the subject is incomplete, judging by inquiries 


directed to NPN. 


For those who would like to understand the basic differences 
in TBA supply methods in use today, and who uses them, the 


following summary is written. 


* 


By FRANK C. STURTEVANT 
TBA Editor 


There are five different TBA sup- 
ly arrangements in operation today 
among United States oil marketing 
companies. While every major oil 
company departs to some small ex- 
tent from its principal supply plan, it 


is not possible to switch about from . 


one plan to another at will, or within 
a short space of time. 


The necessity for following one 
plan or another is fairly obvious. It 
springs from the present day large 
volume of TBA sales through oil 
company channels, and the wide- 
spread distribution pattern through 
many small service station outlets. 
The conditions make it mandatory 
to enter into long range commit- 
ments for all items in the TBA line, 
and especially for the big dollar mer- 
chandise, tires and batteries. 


GROUP 1. In this group are oil 
companies which buy and sell tires, 
batteries and accessories bearing the 
brands of the manufacturers of such 
goods. But it is immediately ap- 
parent, upon a survey of this group, 
how common is the practice of adopt- 
ing features from more than one plan. 
For example, Sun Oil Co., selling the 
Kelly-Springfield tire, and a com- 
plete line of accessories under manu- 
facturers’ brands, nevertheless sells 
a battery under its own trade name 
“Sunoco.” Outdoor boards used ex- 
tensively by Sun in its marketing 
territory currently advertise the 
Kelly-Springfield tire and the Sunoco 
battery side by side. 

Other oil companies in Group 1 
are Tide Water, Skelly, Phillips, Ohio 
Oil, Lion Oil, Signal Oil Co. (a 
Standard of California subsidiary), 
Fleet-Wing (a Standard of Ohio sub- 
sidiary) and to a partial extent Pan 
Am Southern Corp. (a Standard of 
Indiana subsidiary). 
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GROUP 2. This group includes 
the oil companies having commission 
arrangements with rubber companies. 
Under this plan the. oil company un- 
dertakes to promote, for a small 
sales commission, a rubber company’s 
brand of tires, batteries and other 
TBA goods, through the oil com- 
pany’s dealer outlets. The oil com- 
pany performs selling functions only, 
and the arrangement is usually re- 
ferred to as a “commission override 
deal.” 


On the supply side, the rubber 
company that participates in this 
type of contract takes over responsi- 
bility for the pricing, the billing, and 
the delivery of the merchandise, as 
well as collecting the money. This is 
sometimes done through the rubber 
company’s branch warehouse, but 





Major Oil Company 
TBA Supply Plans 


1. Purchase and resale of tires, 
batteries and accessories 
under the brand names of 
the manufacturers. 


. Commission override con- 
tracts with rubber companies 
for a full TBA line to be 
shipped and billed direct to 
service stations. 


. The Sinclair-Goodyear plan 
with TBA warehousing and 
distribution handled by the 
rubber company. 


. The private brand plan under 
which TBA merchandise is 
manufactured bearing the oil 
company’s name. 


. The Atlas plan, under which 
one private brand is sold by 
a group of oil companies. 











more commonly through some large 
tire dealer who undertakes the spe- 
cific task of seeing that service sta- 
tions in his area are supplied with 
TBA merchandise. This type of 
dealer-wholesaler has become a class 
of distributor known in one rubber 
company as OCSD’s, the initials 
standing for Oil Company Supplying 
Dealer. 


Dual contracts, or contracts with 
two rubber companies rather than 
just one, are the rule rather than the 
exception. Shell, Atlantic and Mid- 
Continent have override commission 
contracts with both Goodyear and 
Firestone. Texaco has an override 
contract with Goodrich and Fire- 
stone. Union Oil of California has an 
override contract with U. S. Rubber 
and Firestone, and at the same time 
has a unique arrangement with Ser- 
vice Station Supply Co. of Los An- 
geles whereby the latter distributes 
batteries and other TBA merchandise 
(but no tires) to Union Oil dealers. 


Other oil companies, of varying 
sizes, with commission override con- 
tracts include Continental Oil’s re- 
cently announced deal with Good- 
rich; the Ashland contract with 
Firestone; and Goodyear’s new con- 
tract with Carter Oil Co., the latter 
a Jersey Standard subsidiary. Among 
some of the so-called Independent 
refiners, Keystone, West Virginia, has 
a commission override contract with 
Firestone; Frontier of Denver, and 
Shamrock of Amarillo have recently 
signed with Goodyear. 


Pan-Am Southern Corp., already 
referred to under Group I, covers 
part of its territory with a commis- 
sion override agreement with U. S. 
Rubber. 


GROUP 3. The Sinclair-Goodyear 
arrangement is often assumed to be 
a commission override contract. This 
confusion arises from the fact that 
Sinclair does not take physical pos- 
session of the goods, but depends on 
the Goodyear warehousing system 
for distribution. As a matter of 
fact, the Sinclair deal is quite differ- 
ent. Sinclair, in effect, takes title 
to the TBA merchandise it sells to its 
dealers. Sinclair actually buys and 
resells at its own prices, even though 
it does not enter into the distribution 
chain. 


Richfield Oil Co. of Los Angeles, a 
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-Thie Coupon 


MAKES IT EASY to get a 
TRICO SALES-MAKER CABINET ... 


A 





ENS of thousands of these handsome metal 
Trico Cabinets now are making money for 
dealers nearly everywhere. 

To get yours, you need invest only in a 
modest, balanced stock of Trico’s new Soft- 
Rubber Wiper Blades and Arms. Send us the 
coupon and we'll have your Jobber show you 
how you can own a Stock Organizer Cabinet 
‘D-102, without extra charge. 

The new blades fit ALL FOUR types of 
wiper arms without adaptors. No more fumb- 


ling on the'sbield! The Cabinet puts the righ IRR Ri i & 


blade or arm at your finger tips. No more 


fumbling on the shelf. TRICO PRODUCTS CORPORATION, Buffalo 3, N. Y. 


Mail the coupon to Trico today! The big 


Piease have a Trico Jobber show me the new Trico metal 
blade season is just ahead. No obligation. 


Cabinet D-102 and submit the cost of a stock of blades and 
arms especially selected to fit my needs. 


Ue 
0 eas SE 
Street Address___ 


Wh Or Sirti 


(My Jobber is: 





Trico Products Corporation, Buffalo 3, N. Y. 
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Sinclair affiliate, handles the Good- 
year TBA line on the same basis. 
There is, however, a slight variation 
in the manner of distribution. Rich- 
field has franchised a group of TBA 
distributors to resell the merchandise 
it buys from Goodyear, and depends 
on them to supply Richfield service 
stations. Sinclair, on the other hand, 
depends on Goodyear warehouses and 
distributors, in much the same way 
as do oil companies with override 
commission arrangements. 


GROUP 4. This group comprises 
all of the oil companies marketing 
their own brand of TBA merchandise, 
except those handling the Atlas line. 
Cities Service, Pure, Socony-Vac- 
uum, Gulf and American Oil all sell 
tires bearing their own brand, Some 
of these private brands have come 
into existence in postwar years. So- 
cony-Vacuum and Gulf, for example, 
once sold nationally advertised tire 
company brands. These have now 
been supplanted by the Mobil tire 
and the Gulf tire. 


Also all of the foregoing companies 
put their private brand on their bat- 
tery line but from there on practice 
varies widely. At one extreme, Cities 
Service and American Oil use their 
private brand on almost everything 
in the TBA line. Gulf, on the other 
hand, puts the Gulf name only on 
tires, batteries, and one or two small 
accessories such as fan belts. Spark 
plugs and oil filters, for instance, are 
sold by Gulf under the manufactur- 
er’s brand. 


Private Brand Antifreeze—In con- 
nection with oil company TBA 
brands, it should be noted that a 
large number of oil companies put 
out their own brand of antifreeze. 
This is often true even in the case of 
oil companies with override commis- 
sion arrangements with a _ rubber 
company. The rubber companies, of 
course, furnish antifreeze as part of 
their complete TBA line. 


At this point it also should be noted 
that oil companies put their own 
brand on a miscellaneous group of 
sideline products, sometimes called 
“specialties” for lack of a better 
term. For example, Gulf, Shell and 
Standard of Ohio have recently put 
on the market a fuel system anti- 
freeze under their own brand. Sev- 
eral oil companies market their own 
brands of car wax, insecticides, ra- 
diator chemicals and brake fluid, to 
mention a few. 


GROUP 5. The last group is the 
oil companies who sell the Atlas line. 
A pioneer and an influential factor 
in establishing the whole oil industry 
in the business of TBA merchan- 


dising, the Atlas Supply Co. has 
been on the scene over 20 years. 
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Owned by a group of Standard Oil 
companies, it was formed for the 
purpose of making supply contracts, 
helping with TBA promotion, distri- 
bution and related problems for the 
marketing oil companies who sell the 
Atlas brand. 

Atlas TBA products are sold by the 
following: 

Esso Standard Oil Co., New York. 

Standard Oil Co. (Ohio), Cleveland. 

Standard Oil Co. of Kentucky, 
Louisville. 

Standard Oil Co. 
cago. 

Humble Oil Co., Houston 

Standard Oil Co. of California, and 
its subsidiaries Standard Oil Co. of 
Texas, El Paso, and Standard Oil Co. 
of British Columbia Ltd., Vancouver. 

Imperial Oil Co., Toronto. 


The Atlas Supply Co., in the United 
States, with headquarters in Newark, 
N. J., has dropped its buying func- 
tions this year, for legal reasons 
which are not pertinent to this ac- 
count. The individual Standard com- 
panies are now making their own 
supply contracts, but each of them 
has the right to sell under the Atlas 
brand. 

Atlas brand national advertising, 
instituted about four years ago, al- 
ways calls attention to the fact that 
Atlas products are sold and serviced 
by dealers in all 48 states and in 
Canada. Similar copy is used in 
Atlas Canadian advertising. 

Advertising —Besides Atlas, only 
one other oil company brand, Socony- 
Vacuum’s tires and batteries sold un- 
der the Mobil trademark, are adver- 
tised on a national scale. Elsewhere, 


(Indiana), Chi- 





This Week’s Cover 


The cover picture is a re- 
minder that automobiles need 
to be winterized—including a 
set of tire chains in the trunk 
—if many of oil’s customers are 
to have trouble-free motoring 
this winter. 


Now is the time to tell your 
service station managers that 
they should push all kinds of 
TBA needed in winter driving, 
and that they should tell the 
motorist to get his car ready 
before the snow begins to fly. 


There are a large number of 
winter TBA items. Snow tires, 
chains, antifreeze, winter grades 
of lubricants, and other prod- 
ucts are ready to make winter 
driving safe and pleasant rather 
than a nightmare. 


A thorough battery check 
also is a must in helping the 
motorist keep his car rolling. 











both oil companies with private 
brands, and those selling manufac- 
turers’ brands place varying emphasis 
on their tires and batteries in ad- 
vertising confined to their own mar- 
keting areas. 


Thus, Pure, Skelly, Gulf and Sun 
within the last few years have made 
a regular place for promoting their 
tires and batteries in their consumer 
advertising campaigns. At the other 
extreme Cities Service, although it 
has marketed a TBA private brand 
almost as long as Atlas, seldom refers 
to the fact in its current advertising 
campaigns. Most of the Standard Oil 
companies are quite aggressive in 
promoting the Atlas TBA brand in 
their own territories, entirely apart 
from the Atlas national campaigns. 


All of these advertising efforts are 
of significance only because they de- 
monstrate a growing trend toward 
helping the service station operator 
sell all of his goods and services, 
rather than just his petroleum prod- 
ucts. They exert a cumulative in- 
fluence not only on the buying public, 
but on dealers who see and compare 
the many bids for public patronage. 


Although there are today no more 
major oil companies not engaged 
in the marketing of TBA merchan- 
dise, there are two subsidiaries which 
ought to be mentioned to round out 
the picture. The Richfield Oil Co., 
of New York, is a marketing sub- 
sidiary of Sinclair. Selling through 
oil jobbers exclusively, the company 
has never engaged in TBA market- 
ing directly. 


The California Oil Co., a Standard 
of California subsidiary, has in recent 
years established its Calso gasoline 
brand on the East Coast. This com- 
pany also markets no TBA merchan- 
dise, as yet. 


This review is limited in scope to 
major oil companies in the United 
States. There are numerous Inde- 
pendent refiners and Independent oil 
jobbers the latter selling both major 
brand and private brand gasoline, 
who are important factors in TBA 
marketing. Most of the Independent 
refiners and all of the private brand 
jobbers (with one important excep- 
tion) are Group 1 marketers of ad- 
vertised TBA brands, if they are in 
the TBA business at all. Jobbers 
handling major brand gasoline either 
go along with their supplier's TBA 
program or have their own supply 
arrangements similar to those of the 
oil companies in the Group 1 cate- 
gory. 


It is planned at a later date to 
publish a review of Canadian TBA 
marketing arrangements, and of 
those in use by United States Inde- 
pendent suppliers. 
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TBA NEWS 


Howe Knows How... 
Tire Background Helps Him 
In Directing Skelly Program 


Active in TBA industries. Emphasizes 
importance of teamwork in building 


sales and profits. 


An old adage claims that experience 
is the best teacher. If that’s true, John 
Howe is a well-taught TBA man be- 
cause his background combines many 
years spent in both the tire business 
and in petroleum marketing. 

Today he’s in the vital position of 
TBA Manager for Skelly Oil Company 
and his experience serves him well as 
he directs the company’s TBA activi- 
ties throughout 18 Midwestern states. 

This background has also made him 
wide-awake to the importance of co- 
operation between manufacturers and 
marketers of TBA merchandise. 

Back in 1920 when Mr. Howe first 
began studying the sale of petroleum 
and tires, he observed that the success- 
ful merchandisers of tires were those 
who teamed up with their supplying 
companies and worked together to de- 
velop their business. 

“Teamwork was important then... 
and it’s even more important today 
when the pace has become faster,”” Mr. 
Howe says. “We at Skelly take full 
advantage of the merchandising aids 
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A MAN WITH “KNOW-HOW” is John K. Howe, TBA Manager of Skelly Oil 


Company. Started in 1920 in th 


¢ petroleum and TBA merchandising business as 


a driveway serviceman. This experience plus that gained while associated with one 
of the large tire and battery manufacturers has proven invaluable to him in helping 


Skelly but 


id its tire, battery and accessory marketing during the past 19 years. He is 


active in the development of the National TBA Group; he is a former Chairman of the 


Midwest TBA Group and is cred 





that the Hood Rubber Company offers 
us. The Hood people seem to realize 
that the activities which help us will 
help them also. This spirit of teamplay 
has been a most important factor in the 
development of our TBA program.” 


Helps Gallonage Too. Hood’s merchan- 
dising assistance has helped many pe- 
troleum marketers such as Skelly Oil 
Company in the successful development 
of their tire business. Among these efforts 
are hard-hitting, traffic building pro- 
grams that have notonly helped the TBA 
business of the individual stations but 
have helped increase gallonage as well. 
Hood’s year-round advertising and sales 
promotion program is tailor-made to 
the individual company’s marketing 
policies. In additon, Hood offers a well- 
rounded sales-training plan at all sales 
levels. 


Territories Protected. Hood affords all 
companies their own exclusive tire line 
on a protected territory basis. This 
combines the advantages of private 
brands with the public recognition and 


ited with a good practical knowledge of service 
merc A resident of Kansas City, he is interested in hunting, fishing 
isan st 


‘d motor 





acceptance that goes with the 56 year 
old Hood name. 

In addition to this merchandising and 
marketing teamwork, Hood offers two 
other important advantages: 1... 
Quality of product that is backed by 
the tire industry’s foremost résearch 
and manufacturing facilities, and 2.. . 
A complete line of passenger car, truck 
and farm tires. 

Write for details. For complete details 
on how you can have a tailor-made tire 
program that is backed by outstanding 
merchandising teamwork write Dept. 
NH-10, Hood Rubber Co., Petroleum 
Marketing Division, a Division of The 
B. F. Goodrich Company, Akron, Ohio. 








» “My tire business 
is better with my 
new service. 











Genuine Schrader caps and cores are an 
important part of Certified Air Service. 





“Showing this gauge helps me give my customers the facts 

about their tires’ ability to hold air—that interests them and : ame wr 

starts things. Since riding comfort, safety and ease of steering : 

are so closely tied to tires, sealing the air in, lubrication, shock Powerful 

absorbers, and the like ... my customers just naturally see the > pa iy vbber 

need and buy many of the accessories and services I sell!” ioe its 
You, too, can get profitable results from Certified Air Serv- 

ice, It’s easy. Four simple steps in Manual A-200 show you 

how to do it. Write for your copy, today! And don’t overlook 

your need for Schrader gauges! You can’t certify your air 

service without accurate gauging equipment. 


A. SCHRADER’S SON 


Division of Scovill Manufacturing Company, Incorporated 


. The use of first quality repair materials 
470 Vanderbilt Ave., Brooklyn 17, N. Y. with first quality service brings them back 
for more! Always specify Schrader. 


FIRST NAME IN TIRE VALVES 


REG. U. S. PAT. OFF. 


FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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DISPLAY WORKSHOP where fixtures and equipment for TBA displays are developed by Goodyear. Experimental arrangements of 
typical service station merchandise are set up and placed in life-size service quarters maintained as a part of display laboratory 


TBA Display Tips 


The value of effective display of TBA merchandise at service 
stations was discussed in a talk given before the Georgia Independ- 
ent Oilmen’s convention at Savannah, July 25, by Vernon H. Jones, 
who was then manager of the Store Planning and Merchandising 
Laboratories of Goodyear Tire & Rubber Co., at Akron. 

Mr. Jones has since been moved up to manager of car and home 
merchandise, and he has been succeeded by Fred C. LaBoyteaux. 

Extracts from Mr. Jones’ talk follow. 


* 


By VERNON H. JONES 


The service station has always been 
set up to conveniently serve automo- 
bile traffic ... even to the point of 
serving the customer while he re- 
mains in the car ... but there are 

few, if any, serv- 
ice stations real- 
ly capitalizing on 
this opportunity. 
Yes, many have 
recognized the 
need for adding 
TBA lines, but 
merely adding a 
few miscellane- 
ous items has not 
caused them to 
be considered a 
real factor in re- 
Mr. Jones tail merchandis- 
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ing. The reason is because the op- 
‘erator usually lacks merchandising 
ability. When he decides to add TBA 
lines, he buys a fair quantity of es- 
sential starting stock . . . but due to 
his lack of merchandising “know 
how” he merely buys to fill shelves, 
rather than to have what his custom- 
ers want and need, when they are 
ready to buy. 

When he buys his initial starting 
stocks it is only natural that some 
of the items will be wanted by cus- 
tomers. His customers buy these 
items during the period immediately 
following the launching of a TBA 
program. As these wanted items sell, 
the stocks fade away to practically 
nothing. Stocks become incomplete. 
The service station operator might 
have a quantity of seat covers on 
hand, but no seat covers to fit his 


customers’ cars 
through the entire list. 


and so on 


In the beginning, sales were good 
because the service station had more 
merchandise available, but over a pe- 
riod of time the more desirable items 
wanted by more people, are sold. The 
bins are then allowed to become 
empty, and rather than buying more 
of what sold, the operator simply 
spreads out the remaining stock. 
Then when stocks get so low that it 
is impossible to spread the displays 
further, the operator is forced to buy 
some additional items, but rather 
than re-buying based on sales experi- 
ence, he merely buys another mis- 
cellaneous lot of merchandise, includ- 
ing more slow movers along with best 
sellers. 


Dead Items—The result is he ends 
up with a salesroom which is dead 
and inactive. The merchandise ac- 
cumulates dust and is seldom cleaned 

. the layout and displays then re- 
tard sales rather than make sales 
easy. Many of the items on dis- 
play are not priced, and it is too ex- 
pensive to handle a transaction when 
it is necessary to hunt for price lists 
and what-not before the sale can be 
completed. 


Now I am not saying that every 
service station should be in the busi- 
ness of selling TBA, but I do say this 

it costs money to build a service 
station and a great deal more 
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SERVICE STATIONS 


Suggest de- skidding 
Ss service with every 
tire and lubrication 
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) RECAPPERS 


Add sales appeal 
to your recaps by 
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EARN Wew PROFITS 


WITH 
TIRE DE-SKIDDING 


Get full information from your 
John Bean Jobber. 


JOHN BEAN DIVISION 


FOOD MACHINERY AND CHEMICAL CORPORATION 
LANSING 4, MICHIGAN 


. this area productive. . 
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money than it did back in 1939. 
When we build a service station we 
give first consideration to the gaso- 
line pumps, as these are productive 
in terms of sales. Gasoline pumps 
alone, however, on a vacant lot will 
not attract business, so we decide to 
build a building to go with the 
pumps. We want this building to 
have profit possibilities, too, so we 
give serious attention to the service 
area. The service area is productive 
too, but the service area alone behind 
gasoline pumps is still not enough. 
We find that we need an attractive 
front. 


The Salesroom — When designing 
the front we find ourselves adding a 
small salesroom, and this salesroom 
represents expense. But what is the 
salesroom used for .:. just a few 
miscellaneous odds and ends of mer- 
chandise, a hallway leading to the 
washroom and a desk where the serv- 
ice station operator can _ shuffle 
papers and keep his feet warm while 
waiting for customers. 


National advertisers spend millions 
of dollars to bring their products to 
the attention of the general public 
through advertising. Their products 
are pictured in all their glory along 
with the selling story. Then when 
these products are finally offered at 
the point-of-sale the prospect recalls 
the ad and says to himself—‘I have 
waited a long time, now here it is’”— 
and what a disappointment. He often 
sees a background, behind and around 
the item, ranging from empty car- 
tons to the store cleaning equipment. 
There is no display material to 
prompt the salesman, except for per- 
haps the price tag, and in many in- 
stances even this is non-existent. 


It seems to me that as long as we 
find it necessary to maintain a sales- 
room as a front, it would be wise to 
consider ways and means to make 
. the same as 
the gasoline pumps and service area. 
How can we make it productive? By 
adding merchandise of some kind that 
customers want and will buy from a 
service station. 


Just think of all the service sta- 
tions in the United States! These 
service stations come in contact with 
practically every automobile at regu- 
lar intervals. The drivers of these 
cars come back again and again. If 
we, as a group here, could have all 
of the wasted space in service sta- 
tion salesrooms located throughout 
the United States, we would have the 
means of presenting merchandise to 
almost every one who drives a car. 


I bring this illustration to your at- 
tention only because I believe that 
service stations in general are not 
making the most of their opportuni- 
ties. The addition of TBA lines is 
just a step in the right direction. 


This action must be combined with 
good merchandising practices and 
good salesmanship on the part of the 
attendants who wait on customers. 


Good Display—It is my belief that 
the ideal solution for training sales 
people can be found in display... . 
Proper display can improve condi- 
tions at the point-of-sale as well as 
cause sales people to be educated and 
trained through a painless operation, 
and without identity. Every item of- 
fered for sale should be presented at- 
tractively through display. It should 
be backed up by a display card, or 
demonstration device, which will 
serve as a “sales prompter” for sales- 
men. This would mean that if the 
salesman would not know the an- 
swers he could at least refer to the 
display cards for selling ammunition. 
He would learn more about the prod- 
uct as he sold the merchandise, and 
he would not be aware of the fact 
that he was taking an active part in 
a training program. In a salesman’s 
absence the displays would keep 
prospects interested as well as work 
as a silent salesman. 

Sales Formula—Here is a formula 
for simplified merchandising: 

1. Create more display space 
with the right fixtures and the 
right store layout. Granted most 
service station salesroom space 
is wasted, and therefore it would 
seem as though there would be 
very little need for creating still 
more display space. Remember 
this: Salesroom space _ costs 
money in terms of expense. 

The ideal way to offset this 
expense with gross profits is to 
so arrange fixtures inside these 
selling areas so that, in effect, 
they are two or three times as 
big. To accomplish this there 
would be no increase in expense, 
except for the cost of fixtures. 

It is important that you have 
the right fixtures too. You want 
fixtures such as tier type tables, 
which will cause the display 
space to be three or four times 
greater than the floor space oc- 
cupied. 

It is important that you have 
the right store layout, and this 
means to install as many fixtures 
as possible, without over-crowd- 
ing. The more fixtures you can 
install the greater the pay-load. 
Even if service stations don’t in- 
stall modern fixtures to create 
more display space, I would sug- 
gest that they make an attempt 
to make better use of the floor 
space they are paying for in 
terms of rent. You wouldn’t buy 
advertising space and let it run 
blank. Why pay for floor space 
and let it run blank? 


2. Buy the right merchandise, 
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at the right price, in the right 
quantity, at the right time. It is 
necessary to purchase more of 
the merchandise that sells easy 
and less of the merchandise that 
remains on the shelves to gather 
dust. To buy right it is neces- 
sary to know what sells and then 
to let sales experience, plus cur- 
rent trends, govern purchases. 


3. Present the right merchan- 
dise, in the right quantity, in the 
right way, at the proper time 
and place, making the most of 
space. In other words if your 
buying and stocking plan is 
right, it also becomes your guide 
for presenting merchandise on 
display. You should display 
more of the merchandise that 
sells easily, and less of the mer- 
chandise that remains on the 
shelves to gather dust. When ar- 
ranging merchandise on _ dis- 
play— 

A. Place related departments 
side by side. 

B. Feature related 
next to each other. 

C. Separate individual 
groupings of different items. 

D. Arrange merchandise by 
size, by purpose, by color, etc. 

E. Price each grouping of 
an individual item and post 
the product story. 

F. Make merchandise look 
new and fresh. 

G. Take advantage of good 
lighting. 


items 


H. Make your aisles function 
as thoroughfares and eliminate 
hazards. 


I. Re - merchandise displays 
regularly. 


J. Insist on good housekeep- 
ing. 


4. Play the winners through 
promotion. Promotion should 
start at the point-of-sale inside 
the salesroom. Best _ sellers 
should be high-lighted with pro- 
motional display material. Of all 
the items being promoted inside 
the salesroom, those having the 
greatest attraction power should 
be featured in windows and then, 
also, in various forms of adver- 
tising, that is if advertising is 
planned and scheduled to reach 
people in their homes. 


Remember this—it is the mer- 
chandise items themselves that 
attract and interest customers, 
and not displays or advertising. 
Displays and advertising simply 
bring these merchandise items to 
the attention of prospective cus- 
tomers. 


5. Follow through on all pro- 
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motions with good salesmanship. 
Arrange the displays to prompt 
salesmen as well as to stimulate 
suggestion selling. Service sta- 
tions selling additional merchan- 
dise to only 25% of customers 
will get a big volume increase 
from this action alone. 

These five points will help you to 
organize a plan for speeding up sales 
while holding expense per transac- 
tion at a minimum. 

Point-of-Sale Test — Here is a 
simple way to check your point-of- 
sale displays. Look at the display 
and first assure yourself that the 
merchandise looks attractive . . . next 
imagine that a customer is standing 
on one side and a salesman on the 


Mixes perfectly with all original 
equipment and other standard 
brand fluids! 


Will not freeze at temperatures 
as low as 70°F. below zero! 


Flare will not corrode brake parts 
or swell rubber cups—it's harm- 
less to use! 


Uniform quality is assured by 
close laboratory supervision! 


Flare performance is backed by 
twenty years manufacturing ex- 
perience! 





other 
question: 

“Can an uninformed salesman 

present a good story and close 

the sale without leaving the 
spot?” 

If this is possible it is a good dis- 
play ... one that will even work as 
a part of a sales training program, 
because people learn by doing 
and one that will even help prospects 
to wait on themselves, if necessary. 

To me this is a key question, or 
checking method. It is the starting 
point for more efficient retail mer- 
chandising. When point-of-sale dis- 
plays are improved other conditions 
will start to improve. In fact many 
will take care of themselves. 


then ask yourself this 





If you are interested in 
your own private brand 
of chemicals, we will be 
glad to discuss it with you. 














flare HYDRAULIC 
BRAKE FLUID 


Flare is available in pint, quart, gallon, $-gal- 


lon (with special handy pouring spout), and 
54-gallon containers 


THE Bett co., wine 


411 North Wolcott Avenue 


Chicago 22, Iilinois 





Spncational 12% WEN 


i¢ a complete wire and 
cable line with 3 proven sales leaders 


Auto-Lite “'STEELDUCTOR” Spark Plug Wire Wide 


Auto-Lite “Steelductor,” a silver-sheathed high ten- AS 
sion ignition cable, employs a seven-strand conduc- & 
tor of Stainless Steel, instead of the conventional 

strands of copper wire. Gives remarkable improve- 

ments in performance when employed in today’s 

shielded ignition circuits. 


Auto-Lite Auto-Lite 
“FLEXTRAND”’ : ‘POWER LINE’’ 
Primary Wire SS Battery Cable 


Highly resistant to attacks ; Auto-Lite Battery Cable, 
of heat and oil. Auto- : . complete with the new 
Lite silver-sheathed ‘Flex- ’ Power Line Terminal 
trand” Primary Wire that resists corrosion 
permits easier stripping — assures excellent 

and soldering, gives long contact — customer 

life, is easy to install. satisfaction. 


AN 


Backed by the greatest 
support in the industry! 


1 ie i WA Auto-Lite Wire and Cable is America’s only consumer- 
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advertised line! The Auto-Lite name is featured in national 
magazines, farm papers . . . Auto-Lite messages blanket 
car owners from coast to coast over network radio and TV. 
Auto-Lite Wire and Cable is original factory equipment 
on millions of America’s finest cars, trucks and tractors! 
Colorful display material is available for your counter 
and window to help make your selling job easier. For 
sales action, switch to Auto-lite Wire and Cable today! 


Auto-Lite Wire & Cable Display  Auto-Lite Automotive Cables 


Sales-boosting display is available New Auto-Llite Battery Cable Wall 
from jobber at special price with Rack, 16 hooks, comes without 
wire and cable purchase. Find extra cost on purchase of only 
out about free Auto-lite signs $14.95 worth of Auto-lite Bat- 
and other point-of-sale material. tery Cable. 


ALITO-LITE wire and cable 
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@ Heats in 3 to 5 seconds 





. @ Cools quickly 
eo » Whee —— @ Reaches “inaccessible” spots 
” ® c @ Tiny bulb automatically spotlights work 
- ccnsniplasiaiaineniaianccnasaall @ Tips easily replaced 
1, @ Economical—heats only when trigger 


is pressed 
@ Has rugged tip for probing 


@ Balanced for maximum 
comfort and accuracy 
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Pick Any Assortment You Want 


of Auto-Lite Wire & Cable Totaling $9995 


This nationally famous Wen soldering gun, carrying a list price of $12.95, is yours 

for only $4.95 with each $29.95 order of Auto-Lite Wire and Cable. Check your stock today 
. contact your Auto-Lite Wire and Cable jobber . . . put in your order and the 

Wen Gun is yours at this low, low price. Special bonus of one extra soldering tip 

without charge if you act at once . . . so order now. 


‘See Your Jobber Today or Write: Merchandising Division 
THE ELECTRIC AUTO-LITE COMPANY, TOLEDO 1, OHIO 
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HANDY CHAIN APPLIER packed in 
each box of passenger-car chains, makes 
it easy for anyone to apply tire chains 


pees need. 


TIRE CHAINS IN BOXES, latest idea 

of Campbell Chain Co., makes a showy 

display package, a better container for 

stock storage, and gives the motorist 

something to keep his chains in when not 
in use 


Merchandising Tire Chains 


How packaging may be used to 
influence sales of even such a work- 
a-day product as tire chains is evi- 
dent from the accompanying photo- 
graphs of Campbell Chain Co.’s line 
of passenger-car and truck chain 
packages. This new type of con- 
tainer combines sturdy construction 
and all-over printing. Clever color 
and design coding instantly identifies 
the various types of chains. 

In the past, automobile tire chains 
Were generally packed in bags. The 
bags were not attractive and did 
not lend themselves to display. In 
addition they were bulky and awk- 
ward to handle, and since the con- 
tents were not readily identified, the 
chain inventory was always a little 
hard to check. 

Campbell chain’s new packaging 
program employs metal-edged slip- 
cover boxes for the passenger-car 
chains and cross chains; and cloth 
bags with contrasting identification 
color bands for the heavier, bulkier 
truck chains. The new box contain- 
ers for the passenger-car chains and 
cross chains are printed in red and 
blue on white board. An eye-catch- 


-ing winter atmosphere effect is ob- 


tained by the use of white and blue 
as snow and sky. Contents are clear- 
ly identified by design and label in- 
formation printed on the boxes. 
Easily Stored—From a handling 
standpoint, the boxes are easily stored 
on shelves or in bins, as all the in- 
formation is indicated on the ends of 
the boxes. Campbell has gone a step 
further in making the chains easy 
to handle at the warehouse, by pack- 
ing six boxes to a shipping carton. 
These same cartons can be shipped 


TRUCK CHAINS are packed in bags, decorated with a similar basic snow-scene de- 
sign, and encircled with contrasting color bands to aid in quick identification of contents 
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individually to dealers without re- 
packing. 

As a matter of convenience, Camp- 
bell includes a chain applier in every 
box of passenger-car chains. It is an 
easy-to-use tool, with aid of which 
almost anyone can put on chains in 
a few minutes. 

Campbell has long recognized the 
repeated incidence of a tire chain 
shortage when snow storms occur. 
They seem always to catch well- 
meaning motorists unprepared, with 
resulting acute traffic snarls and tie- 
ups. Too frequently motorists who 
don’t have chains can’t get any. Deal- 
ers never have enough tire chains in 
stock to meet these emergencies. 


Pushes Larger Inventories—By put- 
ting up its chains in sturdy, color- 
ful boxes, and packing them six to a 
carton, Campbell hopes that dealers 
will now be persuaded to carry larger 
stocks of chains, and that warehouses 
will also lay in more adequate tire 
chain inventories. Warehouses should 
find the clear marking and method 
of coloring an aid in quick identifica- 
tion and accuracy in filling orders. 
The Campbell method of packaging 
also results in considerable saving of 
space, and it eliminates the unwieldy 
barrel formerly used for bulk chain 
shipments. 


The boxed tire chains are of prac- 
tical advantage to the motorist also, 
since a handy, durable storage box 
is provided in which he can keep his 
chains when they are not in use. 

Those who are in the habit of 
stocking truck chains will be inter- 
ested in the decorative bag design, 
basically similar to the passenger 
chain box, but depicting a heavy 
trailer truck on a snow covered high- 
way, with snowflakes filling the air. 
Through the use of distinctive colors 
find color bands encircling the bags, 
quick, positive identification of chain 
grade and type is provided. 

A blue background on the bag in- 
dicates that the chains are of the 
lug-reinforced type, while a gray 
background signifies highway service, 
and red denotes mud service. A red 
cross-hatched pattern on the bag 
identifies cross chain. To identify 
chain types, a single band on the 
bag means single pneumatic; two 
bands, dual pneumatic; and three 
bands, dual-triple. 

One glance tells everything ... 
whether they are truck chains or 
cross chains ... the grade... . and 
the type: single, dual or dual-triple. 


NATIONAL PETROLEUM NEWS 








Sn ene ne eee 


= bee tet to toe “agua. 





VOTED THE BEST TUBE REPAIR SERVICE 
BY OVER 100,000 SERVICE STATIONS 
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Inflate Faster 

Hold Air Longer 

Fits all tire valves. Stain- 

less steel spring fully en- Super Seal 


closed to prevent damage. Securely Seal Valves Airtight 


VALVE INSIDES Standard equipment of the VALVE CAP No air can escape from a Dill 
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TBA TOPICS 


Oil Marketers Who Coach Dealers 
Need All the Support They Can Get 


By Frank C. Sturtevant, TBA Editor 


Is oil manage- 

ment to blame 

for the weak or non-existent selling 

effort displayed at so many of the 

petroleum industry’s marketing out- 
posts, the service station? 

Many people think so. 

First, the general public supposes 
that all of the attitudes and practices 
encountered at service stations are a 
part of a master plan of operation 
worked out by the supplying oil com- 
panies for the conduct of “their” ser- 
vice stations. It follows, in the pub- 
lic view, that these attitudes and 
practices can be changed at will, by 
edict from the headquarters of the 
supplying oil companies. 

All of this naturally flows from 
the heavy emphasis on gasoline 
brand identification at the station. 
A modern merchandising triumph, 
admittedly of great advertising value, 
it has had the incidental effect of 
creating a false impression about 
who really runs the service station. 


But there are also people within 
the oil industry who think that oil 
management needs only to point out 
to its dealers the best way to go 
about selling certain goods or ser- 
vices, and the dealers will proceed at 
once to put the ideas into practice. 
This view of the situation is likely to 
be expressed by anyone in the oil in- 
dustry except the men who are really 
trying to coach dealers on how to 
do a better job. 


* * * 


The truth is, of course, that oil 
management has a tremendous, and 
never-ending task to perform in train- 
ing and educating its dealers—a task 
that cannot be carried out by giving 
orders to people who are not on the 
payroll. 

That segment of oil management 
which has the responsibility of coach- 
ing dealers includes not only supply- 
ing oil company sales departments, 
their district and division managers, 


station supervisors, and so on, but 
also oil jobbers, distributors and con- 
signees. 

These men practice the difficult art 
of coaching dealers. They have to 
find ways to convey merchandising 
ideas to the many diverse personal- 
ities found in the ranks of dealers. 
They must talk to men who are un- 
der no compulsion to listen or to act; 
to men who, as a group, are not over- 
ly. studious by nature, have varying 
degrees of perception, and are often 
prone to assert their own ideas. 

Let it be conceded here that ser- 
vice station dealers have earned the 
right to advance their own notions 
of how a service station shovld be 
run. From their ranks flow many 
ingenious, businessgetting tricks. But 
the fact remains that dealers gen- 
erally are a highly individualistic lot, 
and they do not readily acquire that 
team spirit which would make it 
easier to carry out company wide 
sales campaigns. 

* * * 


On the political front, dealers have 
been encouraged in a class feeling of 
a conflict of interest between thém- 
selves and those suppliers whose 
products they sell. More and more 
in recent years, it has been govern- 
ment policy to fan class prejudices, 
or to create such antagonisms where 
none grew before. As small business- 
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CONTINENTAL OIL’S TBA PROGRAM is headed up by these men (left to right): J. H. Snyder, assistant 
general sales manager; W. S. Du Laney, assistant division manager TBA, Houston; D. A. Ellis, assistant 
manager TBA, Ponca City; J. G. Willis, assistant division manager TBA, Oklahqma City; M. V. Robert- 
son, assistant division manager TBA, Albuquerque; J. J. Nemeth, manager TBA sales, Ponca City; H. E. 
Robbins, assistant division manager TBA, Ft. Worth; O. F. Splichal, assistant division manager TBA, 
Lincoln, Neb.; Gale Kahnweiler, assistant division manager, Chicago; Richard Peate, assistant division man- 
ager, Denver; W. L. Dowell, assistant division manager, Kansas City; C. J. MacLeod, assistant division 
manager, Butte; C. J. Jameson, assistant manager TBA, Ponca City; and M. A. Tuttle, assistant division 
manager TBA, Salt Lake City. The Goodrich man assigned to the Continental Oil Account is Haskell A. 
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Cunningham (see inset) 
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37,300 killed! 1,300,000 wounded! A ‘Pepe 
from the battlefield would stun the nation: Yet, 
men, women and children met death or injury” 
mobile accidents in 1951. It's gone on year after yt 
the National Safety Council reports that many of these. tr 
accidents were caused by old or worn tires. It's time 
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CRUZ-AIR — Corduroy's low-pressure, conventional “tread. tire. 

offers cushioned comfort, plus such built-in extra safety feat ie: mS ce 
as stapled beads, bonded splice joints, mercury ce 

heavy duty rayon cord, and toughest, freshest rubber. 

with arc-cut skidproofing. NE 
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SUPERIB — Corduroy's straight-line tread design. A low-prei . 

tire with streamlined styling. Extra thick, deep, cold rubber. — coef 
tread. Scientifi ically spaced arc-cut skid proofing banishes "hiv 

or “sing”. Patented stone ejector adds to the silent safety. 
Incorporates all the built-in super safety extras. a 


EXTRA TRACI : 


TRIPLE TRACTION — PS s patented square- -block, 
with hundreds of tough, sharp edges to cut through sno ~ 
and mud to give extra traction. Equally effective holdtast action ow 

in all directions. The Fall and Winter tire that all car owners need. ~~" 
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attractive low prices — performance contract — and - 
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Only Campbell Chains have 

the patented Lug-Reinforced 

construction that means greater 

traction on ice and snow... 

guards against skids and side 
+ slips. 


forceful merchandising 


, Campbell’s new point-of-sale 
2 banner, ad-mats, window 
; streamers and display sugg 


CAMPBELL 2../.<< 
TIRE CHAIN 


outstanding package 


Campbell Chains are attrac- 
tively packed in boxes and bags 
for easy identification and con- 
venient storage in car or truck. 
Every box includes the easy-to- 
use Chain Applier. 


national advertising 


Campbell advertises consistently 
in PaTHFinver, Business Week and 





tions are real soles helps. 


a complete list of automotive 
and farm trade publications. 


Moke your winterizing program complete. Write for details. 


CAMPBELL CHAIN @onany 


Chain for every need—INDUSTRIAL, MARINE, FARM, AUTOMOTIVE 


TBA 





men, dealers are the darlings of those 
senators and congressmen who are 
apostles of the theory that govern- 
ment should guarantee prosperity to 
all. s 


Against this background, oil mar- 
keting men have gone their unflag- 
ging way, preaching the ancient 
gospel that prosperity goes only to 
those who serve, who sell, who watch 
their pennies and who keep open long 
hours. These men of oil marketing 
have taught the rudiments of run- 
ning a business to men who never 
ran a business before. They have 
helped maintain a high degree of 
solvency among some 200,000 indi- 
vidual enterprises. 


But let us take note that there 
are some things oil marketing men 
cannot do. They cannot, unaided, 
raise the levels of selling and service 
in the oil industry above those prac- 
ticed in other retail channels. 


They cannot, by coaching alone, 
make young men enthusiastic about 
the monetary rewards offered by 
service stations for doing the work of 
filling gasoline tanks and crankcases, 
for changing tires, or testing bat- 
teries. 


What is more important, oil mar- 
keting men are operating under a 
handicap which they should not be 
carrying. They are expected to 
create consumer demand without 
consumer advertising. 


By coaching alone, they are ex- 
pected to persuade dealers that the 
public wants its batteries tested, its 
oil changed every 1,000 miles, its oil 
filters checked, its spark plugs in- 
spected, and a host of other services, 
all of which are the accepted province 
of the service station. 


But the recognized procedure for 
creating consumer demand, according 
to all merchandising experts, is to 
use consumer advertising. Oil com- 
pany advertising today is still pre- 
dominantly devoted to competitive 
product claims of gasoline and motor 
oil. Only in a small way are the car 
care services of the service station 
sold to the public by oil companies. 


For this unbending policy, oil man- 
agement has only itself to blame. 
Oil company advertising campaigns 
continue to follow the patterns of 
many past years. Although intended 
for the individual motor car owners, 
the campaigns seem to be written 
more to please those oil executives 
who are overly impressed with the 
amazing perfection of the products 
of their refineries. 


Sure the gasoline today is wonder- 
ful. But can it zoom the car out 
from under the owner without spark 
plugs? Or can the owner even get 
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GUEST OF HONOR at this luncheon of Eastern TBA men in New York Sept. 15 was S. J. Heideman, recently Atlantic's TBA 
manager, and a former national chairman of the Oil Industry TBA Group. Mr. Heideman, now with Lee Tire & Rubber Co., was 
presented with an onyx desk set. Left to right are: H. G. Meyers; E. H. Cain; H. A. Spott; R. H. Askin; H. C. Fox; Norton Bron- 
son; L. W. Leath; G. L. Switzer; W. R. Kelly; S. J. Heideman; E. G. Hirleman; R. D. Park; V. L. Brophy; E. K. Atkinson; H. E. 


Jenkins; R. H. Crum; and R. H. Eastman 





to the station to buy any of it if the 
battery won’t start his car? 

The motor oil, too, is a scientific 
marvel. But will it clean itself with- 
out a filter? If it is so good, why 
change it every 1,000 miles? 

Will the owner really blame the 
station operator if his fan belt breaks 
100 miles from home? Who says 
so? Not the oil companies. 

Let’s get our heads out of the 
clouds, and give some logical assist- 
ance to the oil marketing man. 
Must he “coach” the industry into 
new realms of sales efficiency all by 
himself ? 


What Sales Push Can Do 


The Curtis Publishing Co., in its 
bulletin called “Post Selling Slants” 
has uncovered what it calls a startling 
fact. It is the fact that over 5% 
million customers drive into service 
stations every day to buy gasoline, 


oil, TBA products and so on. With 
this start, Curtis goes on to calculate 
that if only enough additional sug- 
gestions were made to these drivers 
about things they need to cause each 
of them to buy 25c worth more every 
day, it would make a daily total in- 
crease of $1,375,000. 


Oil Companies Take TBA Line 


The Shamrock Oil & Gas Corp., 
with headquarters in Amarillo, Texas, 
has entered into a commission sales 
agreement to handle Goodyear tires 
and the entire Goodyear TBA line. 
Sales executives at Shamrock are: 
Leo J. Wilmeth, sales manager; Don 
Greve, assistant sales manager; and 
C. N. Noble, TBA representative. 


Carter Oil Co., with sales head- 
quarters in Denver, has also conclud- 
ed a commission sales arrangement 
to handle the Goodyear TBA line. E. 





TIRE CAMPAIGN for fall and winter for Gillette Tire Division of U. S. Rubber was 

mapped out at recent district managers meeting held at New York headquarters. Left 

to right: C. J. Morgan, Pacific Coast division manager; John A. Doll, sales manager; 

J. W. Carpenter, New York district manager; R. E. Carter, Atlanta district manager; 
and A. M. Petersen, Dallas district manager 
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R. Smith is general sales manager 
at Carter, while E. J. McCabe is TBA 
manager. 


Mulholland Succeeds Heideman 


R. G. Mulhol- 
land is the suc- 
cessor to 8S. J. 
Heideman, as 
TBA manager at 
Atlantic Refining 
Co. (Mr. Heide- 
man is now with 
Lee Tire & Rub- 
ber Co.) Mr. Mul- 
holland has been 
with Atlantic’s 
sales department 
since 1938, and 
moves into his 
new position from that of direct mar- 
keting sub-group supervisor in the 
eastern Pennsylvania and Delaware 
marketing region. 


Mr. Mulholland 


Appointed Sales Manager 


ails Ralph Mull, 

' who used to be 
sales manager of 
Peco Manufac- 
turing Co., Phila- 
delphia, before 
the company sold 
its tire de-skid- 
ding business to 
the John Bean 
Co., has made a 
switch which 
brings him still 
closer to the oil 
business. He has 
taken on a new job as sales manager 
of the Keystone Compressor Co., also 
of Philadelphia. 


Carton Designed to Help Sell 


One of the most effective display 
packages for TBA merchandise is 
Autolite’s silver foil cartons for its 
battery cables. Printed in red and 
blue, the carton ends carry package 
quantity and other identification data 
for quick inventory checking. 


Mr. Mull 
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SHOWING AND TELLING how oil filters a 


é 


re made, and what they do for motor oil, is Tom Fallon, AC Spark Plug Division of 


General Motors Corp. This meeting was held at a dealer training center operated by Shell Oil in Columbus, Ohio, for a group of Shell 
dealers who are supplied with TBA merchandise by Gus Grener, Goodyear distributor 


Making a Profit on Oil Filters 


By NPN Staff Writer 


There is a $143,000,000 oil filter 
cartridge replacement market open to 
service station operators, a group of 
Shell dealers learned from a talk by 
Tom Fallon, of the AC Spark Plug 
Division of General Motors Corp. He 
discussed this, and other facts about 
oil filters, at a recent dealer meeting 
at the Shell Training Center in Co- 
lumbus, Ohio. 


He reminded the station operators 
that today’s cars, representing an av- 
erage $2,000 investment, are entitled 
to the best oil filtration possible. “It 
is also true that since 1949, ‘cars have 
been built with very tight, precise en- 
gines,” he said, “which in turn calls 
for a superior type of filtration.” 

The merits of AC’s “Aluvac’”’ filter 
element were discussed by Mr. Fal- 
lon. It was introduced about 1949, 
about the same time as detergent 
motor oils first made their appear- 
ance. 

The Aluvac is a cellulose base ele- 
ment, sometimes referred to as a 
paper element, said Mr. Fallon, and 
its accordion assembly offers 10 times 
as much filtration surface as cotton 
elements. While cotton filter ele- 
ments are still made, he explained, it 
requires a pressure of about 10 Ibs. 
to force oil through cotton as com- 
pared to only 1/100th of a lb. through 
an AC Aluvac element; whereas the 


oil pressure available at the filter on 
a typical Chevrolet, for.example, does 
not go above 8 lbs. 

Mr. Fallon called attention to the 
fact that since the introduction of 
detergent motor oils there has been 
a grave misunderstanding among 
dealers about the characteristic black 
color. Many dealers have mistaken- 


ly supposed that the black color was 
an indication of a faulty filter, sole- 
ly because they were not adequately 
informed of the color characteristics 
of detergent oils. 


The difference between shunt or 
by-pass type filters and full flow 
filters also was explained by Mr. Fal- 
lon. Shunt or by-pass filters con- 
tinually filter the oil in the crankcase 
without in any manner interfering 
with normal oil flow, even if the filter 
becomes plugged. Oil pumps on au- 
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WARMING UP FOR MEETING of Shell dealers at Shell training center in Columbus 
to hear about oil filters. Left to right, Tom Fallon of AC Spark Plug, explains one of his 
points to H. W. Schreiner, Shell's district merchandising representative 
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DO IT NOW § rxide ofters more 


than ever before... more of everything you 
need to build a fast-growing, money-making 
battery business. 


EXIDE DEPENDABILITY... batteries you can 
trust, a top-ranking requirement of the car 
owner. 


EXIDE LONG LIFE... proved through the 
years .. . now longer than ever before. 


EXIDE NAME... known to millions through 
years of consistent national advertising... 
over 130,000,000 messages in 1952. 


EXIDE BATTERIES ARE FULLY GUARANTEED 
NATION-WIDE. 


THE COMPLETE EXIDE LINE, with a price range 
that gives both dollar-savers and quality- 
seekers more for their money. Backed by 
EXIDE’S PROVED SERVICE ROUTINE that’s a 
sure-hit business booster and profit maker. 


AND...VERY IMPORTANT... The Exide 
Distributor is an excellent supplier. You can 
count on him for fresh stock... prompt 
deliveries . . . quick, fair adjustments... 
reasonable terms. 


THE ELECTRIC STORAGE BATTERY CoO. 
Philadelphia 2 
Exide Batteries of Canada, Limited, Toronto 


ULTRA START... 
New leader of the famous Exide line. 


ACT TODAY... 


Switch to Exide 
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WHEN IT’S AN Exide... vou START 


“EXIDE” Reg. T.M. U.S. Pot. Of. “ULTRA START” T7.M. Reg. applied for 
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WINTER CHANGEOVER as a time to replace oil filter cartridges is the theme of 

this AC poster. Discussing AC’s new fall campaign are, left to right: Edgar Francois, 

replacement sales manager; John C. Hines, general sales manager; and Harold Ward- 
rop, oil filter sales promotion manager 


tomobile engines have a _ sufficient 
safety factor, so by-pass filters are 
designed to take off 10% of the nor- 
mal oil flow for filtration. An AC 
Aluvac element has enough capacity 
so that all of the oil in an engine will 
pass through the filter 10 times an 
hour. 


Full-flow filters, as their name im- 
plies, are designed to pass the entire 
oil flow through the filter continuous- 
ly and have a by-pass to insure oil 
to the engine if the filter element is 
neglected and becomes plugged. 


Full-flow filters are now standard 


equipment on Chryslers, Oldsmobiles, 
1952 Lincoln and Ford 6-cylinder 
models. 


Install Proper Filter — Because 
there are several varieties of filtra- 
tion methods employed by car de- 
Signers, dealers should always be cer- 
tain to install only a filter element 
designed for the specific make and 
model. Size alone is never a safe 
guide, said Mr. Fallon, since filters 
using the same size cartridge may be 
designed for an oil flow from bottom 
to top, or from center to side, or in 
some other manner. Just matching 


the element for size may result in a 
partial or complete failure of the fil- 
tering action. 

He concluded his presentation by 
describing the new AC element dis- 
play rack, holding 12 elements, with 
removable sign to permit stacking 
one rack above another if additional 
stock is desired; and AC’s new speci- 
fication chart permitting quick iden- 
tification of the right replacement 
element for all cars and trucks. 


Sinclair Changes Personnel 


Mr. Kelly Mr. Brophy 

Several Sinclair personnel changes 
have been announced by L. W. Leath, 
assistant general sales manager. Wil- 
liam R. Kelly, formerly manager of 
TBA sales, has been appointed man- 
ager of sales promotion; the new 
TBA manager is Richard H. Askin, 
recently assistant manager, sales pro- 
motion, and prior to that in the com- 
pany’s sales department. 

In another change Vincent L. Bro- 
phy has been moved from Chicago to 
the home office in New York to be 
assistant manager of sales develop- 
ment under Mr. Leath. 
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NEW TBA PROGRAM was launched by Frontier Refining with meetings like this, 


at Hotel Pawnee, North Platte, Nebraska. 


J. W. Basista, Goodyear petroleum sales 


department, is shown addressing the meeting 


New TBA Policies Adopted 
By Frontier Refining Co. 


A new TBA 
policy has been 
adopted by the 
Frontier Refining 
Co., Denver, un- 
der which the 
company will of- 
fer its dealers 
Goodyear _ tires, 
batteries, and 
the complete 
Goodyear car- 
home line. Good- 
year will handle 
the warehousing 
and billing under a commission ar- 
rangement similar to others in use 
in the petroleum industry. 


Mr. Guthrie 


Chester W. Guthrie, former Wyom- 
ing zone manager, has been placed 
in charge of Frontier’s TBA depart- 
ment. «a series of meetings to launch 
the new program have been complet- 
ed throughout the Frontier territory, 
in which Goodyear personnel have 
participated. 


NATIONAL PETROLEUM NEWS 





TIRES-BATTERIES-ACCESSORIES 





Improves Truck Heater 


In the truck TBA line, the Hunter 
Manufacturing Co. has developed a 
new type manifold for its gasoline- 
fired truck and tractor cab heater, 
so that combustion gases may be ex- 
hausted to the outside of the vehicle 
at either side, top, bottom, front or 
rear, at any point within a radius of 
12 ft. from the heater, as compared 
with the previous limit of 30 inches. 
Entirely independent from the ve- 
hicle engine, the unit’s fuel burning 
rate of less than a pint per hour is 
considerably cheaper than engine 
idling to provide hot water heat dur- 
ing off-road and layover periods, 
Hunter asserts. 


Hot Sparkplug for Studebaker 


Champion's H-10 spark plug is now 
stancard original equipment on Stu- 
debaker’s Commander V-8 engines. 
Where a hotter plug is desirable, the 
Champion H-11 may be used; and 
for a colder plug, the Champion H-8. 


Promotes Antifreeze in Stations 


Commercial Solvents is trying this 
fall, in a limited area, a special cam- 
paign to promote its Nor’way and 
Peak antifreeze brands through oil 
jobbers and service stations, backing 
up an intensive sales program with 
loca] newspaper, billboard and radio 
advertising. 


Replacement Tractor Battery 


Auto-Lite now has a replacement 
battery for tractor service. It is a 45- 
plate battery in a hard rubber case, 
using fibre glass mats in addition to 
separators, and with Auto-Lite’s “sta- 
Ful” feature of extra fluid capacity 
requiring less frequent water replace- 
ment. 


Packard to Sell Fisk Tires 


Fisk tires will be sold to Packard 
dealers by the Packard factory un- 
der a new sales arrangement just con- 
cluded between John A. Boll, sales 
manager of U. S. Rubber’s Fisk-Gil- 
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lette division and Jack Carr, general 
service manager for Packard. Pack- 
ard will merchandise the Fisk line in 
the 1,500 areas in which its dealers 
operate. 


Johnson Directs Merchandising 


Boston Woven Hose & Rubber Co., 
manufacturer of heater hose, has pro- 
moted H. S. Johnson to director of 
merchandising, L. M. Atwood to as- 
sistant general sales manager. and 
J. H. Alsen to director of engineer- 
ing applications. 


Pro Football Promotion Pushed 


Prest-O-Lite is all set to whoop up 
its fall consumer campaign built 
around its contract with the profes- 
sional football circuit. Twenty-four 
of the top pro football players will be 
depicted in standee displays available 
to service stations. A new phase of 
the campaign is an arrangement with 
the American Legion and Elks lodge 
for the display of the standees in 
clubhouses, supplementing ads to be 
carried in the magazines of both 
organizations. 


@ You can pile up extra 
earnings now! 


Before winter storms create a rush for tire 
chains, start now and show all customers 
a pair of CLAWs. In this handy compact 
carton, CLAWs can be put in the trunk 
ready for instant use. Your cus- 

tomer is prepared... protected 

against hearing “sold out.” 

Advance thinking makes 

you an extra cash profit and 

builds valuable good will. 


“Only CLAWs have the CLAWing Grip Design 





... the last word in winter weather traction.” 





COLUMBUS McKINNON CHAIN CORPORATION 


Affiliated with Chisholm-Moore Hoist Corporation 
GENERAL OFFICES AND FACTORIES: TONAWANDA, N. Y. 
SALES OFFICES: New York * Chicago * Cleveland + San Francisco 
Other Factories at Aan, New York, Dixon, Ilinois, St. Catharines, Ontario 


an 


Johannesburg, South Africa. 
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TIMELY MESSAGE about Sunoco bat- 

teries appeared on this driveway poster 

at all Sun Oil Co. stations starting in 
September 


Linn Returns to Exide 


Roland Whitehurst, Exide’s vice 
president in charge of sales, has a 
new assistant sales manager for auto- 
motive replacement batteries in the 
person of George Linn., recently pro- 
moted to the post. Mr. Linn has just 
returned to his job at Exide after 
a two year leave of absence from 
his former position as supervisor of 
sales promotion, which was spent in 
active duty in naval communications 
at Washington. 


He has been 27 years with Exide, 
starting as a salesman attached to the 
New York office in 1925. One of his 
more significant achievements was 
the development of Exide’s particular 
model of the open circuit voltmeter 
for battery testing, supplanting the 
old hydrometer method. 


Battery Testing Urged 


The September publicity effort of 
the Assn. of American Battery Manu- 
facturers, quoting V. L. Smithers, 
commissioner, calls car owners’ at- 
tention to the adverse characteristics 
of winter driving such as short trips, 
which do not allow the generator to 
keep the battery charged, and the 
more frequent use of lights and heat- 
ers, and the effect of cold weather 
in thickening engine oil and making 
engines harder to start. 


These conditions, in conjunction 
with the’ slowing down of the electro- 
chemical reaction inside batteries 
which occurs at low temperatures, 
and lessens a battery’s electrical ca- 
pacity, make it advisable to test bat- 
teries now, and at monthly intervals, 
or more often after stubborn starts 
and extremely cold weather. 


Shifts 


In recent months several shifts in 
top management at R. M. Hollings- 
head Corp., maker of the Whiz line 
of radiator chemicals and other au- 
tomotive chemical specialties, Cam- 
den, N. J., have been announced. 

A summary of all changes to date 
shows that Wilbur H. Norton, a vice 
president of General Motors is now 


Hollingshead Personnel 


the president of Hollingshead. He 
succeeds Stewart Hollingshead, who 
becomes chairman of the executive 
committee. R. M. Hollingshead, Jr., 
remains as chairman of the board; 
and T. J. Bagley as executive vice 
president. Mr. Norton, 48 years old, 
spent most of his business life with 
Montgomery Ward. 

F. H. Lee, Jr., formerly sales man- 
ager of the company’s industrial di- 





Aids Developed to Improve Battery Service 


AVOID BATTERY 
“LET DOWNS”! 


Turn On Your Lights Now 


This will be a signal for us to check your 
battery ELECTRICALLY and right here at 
the pump island. It takes only 30 seconds. 


FREE—Without obligation. 


This battery check is another new and 
unique Friendly Service to prevent costly 
battery failures. 


Whenever you visit this station, tum on 
your lights or, after dark just flick them. 
We will do the rest! 


TRY IT! BE SURE! 


THIS SMALL CARD is handed to drivers 

of cars pulling up to the pump island 

in an effort to have them turn on their 

lights at once to remove surface charge, 

a necessary preliminary to an accurate 
test of battery condition 


Some aids to better battery service 
were described by Robert C. Husel, 
TBA manager at Socony-Vacuum’s 
Detroit division, at the TBA conven- 
tion held in Memphis last May. Three 
of them consisted of the simple print- 


ed messages which are reproduced 
here. 


WARNING 


Your Battery 
Needs Attention 


Be sure and get 
the story before 
you leave 


THIS LARGE ROUND CARD is left in 
the car after a battery test. Made as a 
routine part of a lube job it warns the 
motorist if his battery is down. A 
printed blank on the reverse side con- 
tains spaces for each cell reading to be 
written in, as revealed by the battery con- 
dition test 


IMPORTANT NOTICE 


This Mobil Battery was delivered to the carrier charged and in good condition. 


BEFORE ACCEPTING SHIPMENT PLEASE 
EXAMINE FOR DAMAGE IN TRANSIT 


Unless otherwise noted on delivery receipt your signature is acknowledgment of 
receipt in good condition. Keep this battery charged. 


SOCONY-VACUUM 
and Affiliates: 


OIL COMPANY, 
Magnolia Petroleum Co. — General Petroleum Corporation 


INC. 


THIS GUMMED LABEL is affixed to battery cartons as they are shipped to dealers. 

They warn the dealer to inspect for damage in transit before signing for the shipment, 

and to keep the battery charged while in stock. This is one step in the direction of 
getting batteries to the customer in top notch, fully charged condition 
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Non- Directional 


Big Chief Truck 


ys eee 
* ' _— 


er Chief Truck 
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EXPORT DEPARTMENT: 


1819 BROADWAY, NEW YORK 23, N. Y. 
Cable "Mohawk" New York 


THE MOHAWK RUBBER COMPANY 
AKRON, OHIO 
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vision, has been made manager of 
both the industrial and government 
divisions. He is succeeded as indus- 
trial sales manager by W. L. Carolla. 
John W. Reed, Jr., a former west 
coast sales representative, has been 
named sales manager of the govern- 
ment division. 

Otto J. Blank, who was plant man- 
ager at Camden, has been made vice 
president in charge of production. 

Another Montgomery Ward man, 


Philip Jones, is now assistant direc- 
tor of sales and merchandising, under 
vice president Donald O. Severson. 
Mr. Severson himself is a newcomer 
to Hollingshead, resigning as vice 
president and manager of operations 
of L. Bamberger & Co., Newark de- 
partment store to take up his new 
post. 

A former oil man, Thomas H. Risk, 
is also a new vice president. He was 
most recently with the Ethyl Corp. 


research laboratory at Detroit, and 
previously was connected with So- 
cony-Vacuum Oil Co., and the Pure 
Oil Co. He will serve as assistant 
to the president in the field of new 
product development. 

Considerable expansion of an un- 
specified nature is said to be the ob- 
jective of the many changes. In ad- 
dition to its own brands the com- 
pany is a supplier of private label 
merchandise. 





Sunoco TBA Pushed by Billboards, 
Window and Driveway Displays 


7 
| 


TBA PRODUCTS also get a spot in the Sun Oil Co. advertis- 
ing appropriation, as witness this outdoor board devoted ex- 


Save at 


Sunoco 


res and Batteries 





IT’S UNUSUAL to hear wheel bearings mentioned in oil com- 
pany promotion, but they are the lead item in the current 


Sun trio of point-of-sale window signs. 
trio runs: Be Safe—Pack Wheel Bearings Twice a Year; Play 
Safe—Change Oil Regularly; Stay Safe—Carry a Spare Fan 


clusively to tires and batteries 


Copy on the 3-sign 


Belt 


NOVEL DRIVEWAY DISPLAY—Sun dealers are encouraged to get the merchandise out where people can see it, so this dealer 


went to town with an idea of his own 
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Industry Needs Drive to Halt Spread 
Of ‘Contagious’ Ton-Mile Tax Theory 


By Holger Ridder, Transportation Editor 


Gov. Frank J. Lausche is seeking 
re-election in Ohio this fall—a devel- 
opment which in itself shouldn’t dis- 
turb either the oil or trucking indus- 
tries, except for the fact that he in- 
dicates part of his campaign will call 
for a ton-mile tax on commercial 
trucks. 


In other states other gubernatorial 
candidates may decide to embrace 
the same idea as a partial solution to 
state highway finance problems. Even 
more important is the fact that since 
New York State’s ton-mile tax went 
into effect, the tendency has been for 
other state legislatures to propose 
similar legislation. 


Daily papers seem to be partial to 
the ton-mile tax theory and give it 
increasing editorial space, with little 
evidence of oil or truck industry ref- 
vtation appearing in the same col- 
umns. To the newspaper reader, ap- 
parent lack of opposition lends cre- 
dence to the ton-mile tax theory. 


A Scripps-Howard writer recently 
reported on the New York State ton- 
mile tax in an obvious attempt to 
bolster Gov. Lausche’s campaign 
position. He reported that more than 
$4 million had been collected by the 
state in four months’ time, and the 
estimated annual yield would be more 
than $10 million. The article ended 
with this statement: 

“Unfortunately, at today’s prices, 
that money will build comparatively 
few miles of highway to replace bat- 
tered roads.” 

The implication is that the roads 
were “battered” by trucks. News- 
papers have been supporting the 
“battering-by-trucks” theory with 
misleading stories on the results of 
the Maryland Road Test. As pointed 
out in earlier reports by NPN, the 
misleading reports emerging from 
that test are having long-lived re- 
percussions. 


With each state which puts into 
effect a ton-mile tax against trucks, 
other states acquire that much more 
ammunition to fire at voters in sup- 
port of similar legislation in the re- 
spective states. 

The ton-mile tax hits oil companies 
and transporters as much as any 
other truck operator. As a matter 
of self-protection, it’s time an all-out 
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campaign is launched to set the pub- 
lic straight on just what a ton-mile 
tax is and how it will affect everyone. 


* * dl 


As with gasoline taxes, when one 
state enacts a highway tax of any 
kind, neighboring states generally fol- 
low suit. For example, when New 
York enacted its ton-mile tax, Ver- 
mont enacted a penalty tax against 
New York trucks. It didn’t help 
Vermont much in the way of income, 
but it retaliated against what was 
considered a discriminatory tax levied 
against out-of-state trucks (as well 
as New York trucks). 

From the politician’s standpoint, 
he considers it no more than fair 
that his state cash in on the ton-mile 
tax too. So it’s not too fantastic to 
visualize a situation which would cre- 
ate a situation something like this: 

A shipper in Augusta, Ga. ships 
potatoes to Cleveland, Ohio, at 89c 
per 100 lbs by railroad. A carload 
of 60,000 Ibs of potatoes is shipped 
to Cleveland at a freight cost of $534. 

The same shipper decides to move 
the same amount of spuds to Cleve- 
land by truck. The rail and truck 
rates are competitive. However, 
Ohio, Georgia and the states in be- 
tween are assumed to have enacted 
ton-mile tax laws with charges set at 
about the same level as in New York 
State—ranging from 6 mills for 
18,000 gross weight to 24 mills for 
62,000 Ibs. gross weight. 

The ton-mile taxes on moving 
60,000 Ibs. gross weight from Augus- 
ta to Cleveland amounts to about 
$19.20. But, deducting about 20,000 
Ibs. for the weight of the transporting 
vehicle, the shipper would be moving 
only about 40,000 Ibs of potatoes at 
a cost about 5% higher than by rail. 

With this kind of set-up, it’s ob- 
vious that truckers soon would be 
out of the potato-hauling business. 

Nor is it reasonable to expect ICC 
to keep trucks competitive with rails 
in a situation which would call for rail 
rates to be raised 5%. Neither the 
railroads nor the public would relish 
that. 

The ton-mile tax theory has been 
rejected as unsound by: 

The late Joseph B. Eastman, fed- 
eral co-ordinator of transportation; 


the congressionally-appointed Board 
of Investigation and Research; and 
by the U. S. Bureau of Public Roads. 


While expounded for truck taxation 
by some railroad interests, the ton- 
mile tax theory has been rejected by 
the railroads themselves in making 
their own tariffs. For example, po- 
tatoes are hauled from Augusta, Ga., 
to Cleveland, Ohio, at a rate of $17.80 
per ton. However, when hauling 
machinery from Cleveland to Augus- 
ta the rail rate is $42 per ton. Also, 
that charge is based solely on the 
weight of the cargo, not the weight 
of the cargo plus the weight of the 
transporting vehicle. 


Thomas H. MacDonald, U. S. Com- 
missioner of Public Roads, in testi- 
mony before the Senate Interstate 
Commerce Committee in 1950 said: 

“When we run the gamut from 
the lightest passenger car to the 
heaviest tractor-trailer combination, 
we can find no reason to say that, for 
these various types and sizes of ve- 
hicles, the value received from the 
use of highways is proportional to 
their weight.” 

Furthermore, as to space occupied 
on the highway, 10 passenger cars, 
with combined weight equal to one 
truck, occupy far more space than 
one truck. 

All told, the ton-mile tax theory 
can be poked full of holes, and it’s 
time that all truck operators oil in- 
cluded, join in a concerted campaign 
to expose the fallacies of this type 
of taxation in a manner that cannot 
be ignored by either newspapers or 
the public. 

Perhaps a few more examples such 
as the potato-hauling one mentioned 
earlier, when applied to several prod- 
ucts coming into a town wholly de- 
pendent upon truck transportation, 
would hit home most effectively. 


“Quick Facts” — National Tank 
Truck Carriers’ board of directors has 
directed its staff to publish a book- 
let of “quick facts” on the tank truck 
industry, to be used by members for 
speeches and other occasions when 
they are called on to promote or 
otherwise discuss the industry. The 
staff also was directed to set up a 
speaker’s bureau to supply speakers 
with data for talks before civic 
groups and others, and to draw up 
plans for a proposed Tank Truck 
Carriers Directory for the board's 
approval. 

NTTC will request ICC to exempt 
tank truck carriers from the pro- 
posed requirement that motor car- 
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lobe-Union Posts 


help make your customers “battery happy” 


Se — 


“NONSPILL” safety vents 
prevent acid spilling over 


—protect adjacent vehicle PEBBLED SURFACE 
and staggered con- 
struction of inter- 
locking V-shaped 
grid bars hold su- 
Peractive oxides in 
place — assure 
longer life. 




















ONLY GLOBE BAT- 

TERIES have rubber 

bushings on all posts 

— sealing covers for 

the life of the battery. 
This shock-proof construction elimi- 
nates cover breakage and chipping 
away of sealing compound . . . avoids 
snapping of terminals. Exclusive design 
permits use of full-size posts below the 
cover. Plate life is extended because 
of reduction of vibration — assuring 
GLOBE customers of the most for their 
battery dollar. 





HIGH-POROSITY sepa. | 
rators permit quick \ 


( If it's engineered and made HI release of power. 
by Globe Union— it's RIGHT 


gan a 





CHEMICALLY SET 
; plates promote more 
Globe-Union builds quality batteries for 7; ) Tt . power, prolong bat- 
original equipment and for mdss mer- . tery performance. 
chandising under the trade names of ir ball . ‘ 


GLOBE SPINNING POWER and leading 
private brands. 


GLOBE-UNION INC. MILWAUKEE 1, WISCONSIN 


Battery Production Plants At: ATLANTA, GA. © BOSTON, MASS. ® CINCINNATI, O. © DALLAS, TEXAS © EMPORIA, KANS. © HASTINGS-ON. HUDSON, 
N. Y. © LOS ANGELES, CALIF. © MEMPHIS, TENN. © MINERAL RIDGE. O. © OREGON CITY, ORE. © PHILADELPHIA, PA. REIDSVILLE, N. C. 
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riers report their truckload traffic 
by commodities in annual reports. 


Contest Changes—The tank truck 
carriers board of directors has 
changed the basis for judging the Na- 
tional Tank Truck Safety Contest, 
sponsored annually by NTTC in co- 
operation with the American Truck- 
ing Assn’s. Truck Safety Contest. In 
place of the present basis of a pos- 
sible 25 points for the carrier’s safety 
program and a maximum of 75 points 
for the accident ratio, the NTTC con- 
test which began Aug. 1, will be 
judged on a basis of a maximum of 
25 points for the safety program, 25 
points for improvement in accident 
ratio over the previous year, and a 
maximum of 50 points for the best 
accident ratio in the class. 


In this connection, NTTC plans to 
publish a brochure summarizing out- 
standing safety programs of various 
sized tank truck carriers, so that 
members may learn from the ex- 
perience of others. 


NTTC also is planning -a »“Top 
Management Conference,”. to be con- 
ducted this winter by Dan Dugan, 
Dan Dugan Oil Transport, Sioux 
Falls, S. Dak., NTTC Safety Com- 
mittee chairman. 


The organization has set April 16- 
19 as tentative dates for its 1953 
convention at the Boca Raton Club, 
Boca Raton, Fla. 


+ > * 


Last week in Milwaukee an event 
transpired which may have caused 
truckers to blink their eyes in dis- 
belief. A railroad man declared pub- 
licly that railroads are acting against 
their own best interests by advocat- 
ing unreasonable truck restrictions. 


Abraham Watner, who is president 
of Wisconsin Central Railway and 
head of his own trucking company in 
Baltimore (American Transfer Co.), 
declared in a talk in Milwaukee that 
his experience with both trucks and 
“tracks” had taught him the vital 
importance of roads to all forms of 
transportation. 


Addressing the Milwaukee Trans- 
portation Club, he said all forms of 
transportation should “. . . get to- 
gether, each in his proper place, to 
get on with the job of hauling Ameri- 
can goods...” 


He attacked restrictions currently 
hampering American transportation 
and proposed an immediate two-point 
program: 


1—End unreasonable ICC regula- 
tions that hamper railroads; 


2—End unreasonable state limits 
on weight, length, etc., that hamper 
trucks. 

Elaborating on the theme that rail- 
roads are hurting themselves by their 
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campaign against trucks, Mr. Wat- 
ner said: 

“As a railroader I need trucks to 
haul goods to and from my terminals. 
I found out that you can’t cut up 
American transportation into little 
pieces . . . without hurting the whole 
system. 


“I found out that transportation 
in the U.S.A. is indivisible. I decided 
that there should be only one desk 
marked‘ United States Transportation.’ 
Sitting at that one desk, I found out 
I could get things moved. I could get 
American goods on their way in the 
most efficient fashion.” 

Regarding highways, Mr. Watner 
said: 

“We have let the vehicles that use 
the highways improve faster than the 
highways themselves. Make the high- 
ways as good as the trucks and cars 
that ride them. We should build more 
roads and better roads. We must 
build roads to fit the traffic.” 


* * > 


Shipment of petroleum tank trail- 
ers in July of this year dropped 18.7% 
below shipments in June, acording to 
‘Department of Commerce figures. 
This brings the 7-month shipments for 
this year 9.8% below a comparable 
period in 1951. 

Comparative 


annual totals, the 


Send for Descriptive 
Bulletin CT-101 


lin «Gh 


1951-52 7-month totals, and the 
monthly shipments through July of 
1952 are shown in the following 
table: 


™% of All 
Month and Trailers 


Year Shipped 


1950 (12 months) 5.7 
1951 (12 months).. 

1951 (7 months) 
1952 (7 months) 
January 


7.8 

6 

o¢ 

February . 8.3 
6 

6 

7 


4 
f 
7.6 


) 
3 

March 7.1 

April 8 

May 

June a 

July 6.7 


Richfield Adds Distributors 


NEW YORK—Richfield Oil Corp 
of New York said Sept. 24 its list of 
distributors has been joined by three 
South Carolina Independents with ag- 
gregate products volume of up to 15 
million gals. annually. 


They are J. R. Payne Oil Co., Green- 
wood; Saylors Oil Co., Anderson; 
McCullough Oil Co., Inc., Greenville. 


Payne operates in Greenwood, 
Laurens and McCormick counties; 
Saylors, in Oconee, Anderson and 
Abbeville counties, and McCullough, 
in Greenville County. 


XCEL-SO 


ALIBRATING 
r TANKS 


Experience of REPETITION with hundreds of units has given us 


the “know-how” 


INSTRUMENTS. Building 


necessary to fabricate these REAL PRECISION 
calibrating and guaranteeing a cali- 


brating tank is specialized, painstaking work and is definitely 
“out” of the price-per-pound category 


All EXCEL-SO Calibrating Tanks are “Guaranteed Satisfactory,” 
are designed to conform to the A.P.1. tentative code *1101, but 
may be furnished with such modifications as you, the customer, 


may require 


WARNER LEWIS COMPANY 
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TRAINING OF EMPLOYES is essential to efficient operation 


MANAGEMENT MANUAL TELLS: 


What It Takes to Build Sound Fuel Oil Business 


The Coastal Oil Co., Newark, N. J., 
is helping its customers—the fue] oil 
dealers—keep their businesses heal- 
thy. 


It is accomplishing this feat by 
providing them with a management 
manual which contains a wide variety 
of practical information to help them 
get the most out of their businesses. 
The loose-leaf book is divided into 
11 sections: administration, finance, 
personnel, plant operation, product 
delivery, trucks, oil burners, service, 
sales and advertising, customer rela- 
tions and technica] data. The manual 
was prepared for Coastal Oil by 
Kirk B. Shivell, of Shivell-Hall Co., 
New York City. 


The manual starts out by giving 
some of the principles of operating a 
fuel oil business, and brings out the 
fact that successful coimpanies con- 


duct their activities according to well- 
defined policies 


“One of the most important policies 
of a fuel oil dealer is the one 
which defines the scope of his 
services to his customer,” the 
manual says. The home owner 
doesn’t want to tie up money on 
heating equipment or fuel, and he 
hates servicing problems. “What he 
really wants is comfort—comfort 
that is automatic, dependable and 
trouble-free—and generally he is 
realistic enough to expect to pay a 
fair price for it.” 


This is the reason the most pro- 
gressive fuel oil men sell burners 
and provide service and supply a 
“complete package” which assures 
comfort for customers, the manual 
states. 


The manager of a fuel oil business 


should make his customers feel that 
he has a genuine, personal interest 
in them. This interest in the cus- 
tomer should extend throughout the 
company, according to Coastal. 


The manual points out that selec- 
tion of the right burner equipment 
and installation of service policies are 
extremely important to a fuel oil 
business. 

On price policies, the manual says 
that many fuel oil dealers feel that 
they are not entirely free to set 
their own prices due to competition. 
“Recent studies of the question in- 
dicate that this attitude may be 
fallacious; that fuel oil dealers are 
far more conscious of the prices 
charged by one another than are 
the home-owners to whom they sell 
fuel.” 


“A recent study indicated that no 
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less than 9 out of 10 families who 
heat with oil do not know what they 
pay for fuel oil. Furthermore, there 
have been a number of instances in 
which dealers have, for good rea- 
sons, varied their prices from those 
of the reference sellers in their lo- 
calities. In virtually every case, this 
is accomplished without adverse re- 
actions from customers,” the manual 
states. 


“The fuel oil dealer who endeavors 
to provide excellent service and who 
makes his customers conscious of 
this fact, is able to set, within rea- 
son, whatever price his own opera- 
tional figures show to be necessary, 
and to do so without harmful re- 
sults. For the good of the indus- 
try and the people in it, this policy 
should be more generally adopted.” 


Market Analysis—A fuel oil man 
will be successful largely in the de- 
gree to which he understands his 
market, the manual advises. Wheth- 
er the business is new or old, the 
following facts should be determined: 


1. Decide tentatively on the area 
in which the business will operate 
and then obtain statistics on popu- 
lation, number and type of homes and 
distances involved. 


2. Find out how many homes and 
other buildings in the area are oil 
heated, and learn about the prevail- 
ing makes and ages of burners in 
the area. This knowledge will tell 
how many potential customers and 
gallons there are in the area at 
present and the position of the busi- 
ness in relation to competition. 

3. Appraise prospects for growth 
and development within the area. 
These include conversion of people 
from other fuels to oil and the sale 
of oil to families who occupy new 
homes. 


Supply Adequacy—Make sure of 
fuel oil supply sources, the manual 
says. “In most instances, it is in- 
advisable for a fuel oil dealer to have 
only one supplier. One of the great- 
est rewards that the fuel oil busi- 
ness can give is a feeling of inde- 
pendence. To have but one sup- 
plier may weaken this position. It 
is sound policy for the independent 
fuel oil retailer to maintain close 
and friendly contact with more than 
one supplier. Usually two suppliers 
will be enough, although sometimes 
there may be reason for doing busi- 
ness with even more, Coastal says. 

Compare and choose _ suppliers 
wisely, manual] states, as “some sup- 
pliers are far more interested and 
able than others in constructively 
assisting fuel oil dealers" to grow 
successfully.” 

On brand promotion, Coastal says, 
“bear in mind that the majority of 
leading fuel oil dealers feature their 
own names and brands. If you treat 
your customers right, you can make 
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PUBLIC RELATIONS—The actions of the tank truck driver can hold business or lose 


it. Generally he is the only company representative the customer sees regularly 


your name the most popular in your 
area.” 

As to a decision on what grades 
of oi) to sell, the manual points out 
that there is no hard and fast answer 
without knowing the market but, 
generally speaking, caution is ad- 
visable in adding grades of oil during 
the first few year of business growth. 


Plant Facilities—Some fuel oil men 
have operated successfully with little 
or no storage, office or servicing fa- 
cilities, according to Coastal, but it 
now appears that the successful fuel 
oil dealer of the future will be obliged 
to maintain plant facilities com- 
mensurate with the size of his busi- 
ness. 

“Generally speaking, the largest 
and most successful fuel oil dealers 
are those who have ample plant facil- 
ites. For one thing, they have more 





How Coastal Operates 


Coastal Oil Co., with main of- 
fice in Newark, N. J., supplies 
fuel oil to about 100 distributors 
who sell at both wholesale and 
retail—_and to about 500 dis- 
tributors selling only at retail. 

Handling No. 2 and No. 4 
fuel oil, plus kerosine, Coastal 
owns two bulk plants in New 
Jersey—at Port Newark and 
Passaic. It leases bulk plants 
at three locations on Long 
Island—at Great Neck, Ocean- 
side and Inwood. 

The company owns no trucks 
and gives no direct service to 
fuel oil consumers. 











talking points in selling new custo- 
mers; for another they are often able, 
in normal times, to take advantage 
of favorable buying opportunities.” 


The manual says the following fac- 
tors should be considered in deciding 
how much storage and other plant 
facilities are needed: 


1. Estimated gallonage which 
will be sold during next year 
or two. 

2. Length of time it takes to 
obtain oil from regular sources 
under most favorable conditions. 

3. Suppliers’ recommendations 
concerning storage and other fa- 
cilities. 

4. Plans for growth during 
next five or 10 years. 


Planning the Organization — “A 
good principle to follow in the heat- 
ing business is to have a responsible 
but flexible organization.” If a busi- 
ness is expected to grow it is neces- 
sary to sell oil and probably also 
burners, the manual advises. “In 
very small businesses, the dealer him- 
self, later assisted by other men, 
will handle sales. This group may 
also be responsible for collecting 
delinquent accounts. As the business 
becomes larger, there will be a sales 
manager with salesmen assisting him; 
and perhaps there may be separate 
groups for oil and equipment. How- 
ever, at all stages of growth the 
company probably will do best with 
men whose duties are to do more 
than sell—are to help broadly in 
looking after customers.” 


“Many companies have found that 
it pays to have delivery truck drivers 
report to the manager of oil sales, 
since this helps the latter to keep in 
touch with customers. During sum- 
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We’re not afraid 
to Face the Facts! 


We're not hiding our head in the sand. We know you 
need...and are entitled to...a bigger tire profit. And 
that’s exactly what our new Norwalk Plan for “Safety 
Sipes” is designed to give you—more Profit. More profit 
not only in good times and favorable markets but under 
all buying conditions . . . not just now but for the future 
as well. 


With that bigger profit, we offer a great new tire under 
a grand old name, a protected territory, a complete 
line of first line passenger and truck tires all carrying 
the most convincing unconditional guaranty in the 
industry! 


Like to know all that this great, new Norwalk Plan can 
do for you? Write the Armstrong Norwalk Rubber 
Corporation, Norwalk, Connecticut. Today! 


NOTE TO PETROLEUM MARKETERS 


Here’s your opportunity to meet the challenge 
of stiffening competition by broadening your 
service to your customers. The new Norwalk 
“Safety Sipe”, vigorously promoted and ad- 
vertised at both national and local levels, is 
tailormade for you. 


Plants at Norwalk and West Haven, Conn., Natchez, Miss. and Des Moines, lowa 
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mer months, however, some drivers 
probably will be shifted to the serv- 
ice department and placed on clean- 
up work, while others may be used 
in still different capacities. This 
flexibility helps keep an organization 
together,” Coastal says. 

“Some dealers prefer not to per- 
form any equipment installations, 
subcontracting this work to others. 


However, it is preferable for a dealer ~ 


to handle his own installations, as 
this gives him the best contro] over 
what is done. This will entail the 
employment of a man or men who 
can be shifted from installation to 
service work, and vice versa, as 
peak requirements dictate.” 


Watch Growth—‘“Don’'t grow too, 
fast,” Coastal advises. 

“Having experienced a good year 
with increasing business and satis- 
factory profits, the natural tendency 
is to think that another truck or 
two, and perhaps another related 
line of equipment would further in- 
crease the amount of business and 
profits in subsequent years; and to 
carry out this idea at once.” 


Coastal says caution should be ob- 
served at this point as there may 
have been unusually favorable condi- 
tions, such as a large sale of equip- 
ment in a new sub-division, which 
will not be repeated in the next year 
or so; or there may be other reasons 
for thinking at least twice before 
expanding. 

The balance sheet will give some 
clues, manual says. “If the ‘cur- 
rent assets’ are not at least twice 
as great as ‘current liabilities’, many 
authorities feel that assets should 
be built up to this ratio before ex- 
pansion is undertaken.” 

Coastal also advised a study of 
personnel to determine if assistants 
can take the proposed expansion in 
their stride or whether they now are 
working to the limit of their capabili- 
ties at present. How many more 
salesmen, servicemen, and drivers will 
be needed, where will they be found 
and how long will it take to train 
them ? 

In deciding on expansion programs, 
be guided solely by realities, the 
manual says. 


Watch Money Withdrawals—Some- 
times a little more money is taken 
out of the business each month than 
is wise and prudent, Coastal warns. 
“The man who keeps his latest bal- 
ance sheet and profit and loss state- 
ment constantly in his mind may 
find . . . help in resisting this temp- 
tation.” In order for a business to 
grow and make more money year 
after year it is necessary to keep 
sufficient working capital. 

If a business is to continue to grow 
and prosper it also is necessary to 
give it plenty of time and attention, 
Coastal declares. 
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Shell Oil Expands in South; 
Sets Up New Sales Division 


NEW ORLEANS—Shell Oil Co. is 
opening a new office here Jan. 1 
which will be headquarters for the 
newly-formed New Orleans market- 
ing division. The area includes Ala- 
bama, Louisiana, Texas, Mississippi, 
Arkansas, part of Tennessee and 
part of Florida. 

Office space is now being planned 
in the Pere Marquette Building. 

James M. Parks, sales manager of 
Shell’s Atlanta division, will head 
the new division; C. W. McDowell, 
also a sales manager in Atlanta, will 
be sales manager; W. J. Hannan, now 
operations manager in Shell's Al- 
bany, N. Y., division, will be opera- 


tions manager; and G. M. Price, now 
assistant marketing accounting man- 
ager in New York City, will be treas- 
ury manager. 


Turns to Branded Products 


NEW YORK—Para-Marine Petrol- 
eum Co. has become the first Crown 
Central distributor on Long Island, 
after more than six years of un- 
branded operations, according to Jack 
Simon, vice president and general 
manager. 

The company operates in Nassau 
and Suffolk counties where it owns 
20 service stations and supplies 20 
others, has about 60 commercial gas- 
oline and Diese] fuel accounts, and 
Sells heating oil at wholesale. 
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~o- SAVE TIME 
AT THE NOZZLE... 


because Blackmer Truck Pumps 
deliver full-rated capacities of 40, 60 or 


100 gallons per minute at easy engine speed. 


SA vE MONEY WITH THE PUMP... 


because Blackmer Truck Pumps provide all 
operating economies no others can offer with: 


BALL-BEARING CONSTRUCTION 


NONMETALLIC VANES 
CONTROLLED PRESSURE 
INSTANT PRIMING 
QUIET OPERATION 


NEW BLACKMER TRUCK PUMP 
CATALOG LISTS NEW MODELS 


Read how Blackmer Truck Pumps are better—main- 
tain efficiency—last longer—are self-adjusting for 
wear. Write for new “Bulletin TP3A” today— 


BLACKMER PUMP COMPANY 
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RHODE ISLAND oil men make final plans for an Oil Progress Week, “Oil Man for a Day,” program in which high school 


students will play the leading role. 


Left to right, standing, are Ray Mulaney, Petroleum Heat and Power Co.; D. Z. Blakeney, Esso; 


W. J. Ryan, Sun Oil; Joseph Devine, The Texas Co.; A. B. Buffington, Shel); Charles Prophet, The Texas Co.; Joseph Popkoski, 

American Oil; Kenneth Carlson, Tide Water; W. Belderfield, American Oil; seated, W. J. Schoenhardt, Sun Oil, Rhode Island chair- 

man, OIIC; Cliff Lindell, Atlantic Oil; Dan Doherty, The Texas Co., chairman “Oil Man for a Day” program; D. B. Shuttleworth, 
American Oil; Joseph Fagen, Richfield; and Michael Morely, Cities Service 


J. E. Guilbault, president of South 
Side Petroleum Co., Chicago, has an- 
nounced that South Side’s subsidiary, 
Road King Management Co., has pur- 
chased the Chicago marketing busi- 
ness of Road King Petroleum Prod- 
ucts, Inc. 

South Side Petroleum has also ac- 
quired the Thaw Corp., manufactur- 
ers of antifreeze. Earle R. Thomas 
will continue as sales manager of the 
Thaw company. 


* * * 


Oscar W. Miller, formerly resale 
salesman for The Texas Co. at 
Everett, Wash., has been promoted 
to zone manager with headquarters 
at Eugene, Ore. 

Cc. B. has been trans- 
ferred from Seattle to Everett, re- 
placing Mr. Miller. 


* * * 


W. H. Bigelow has joined Cities 
Service Petroleum Inc. in New York 
as assistant to the manager of busi- 
ness research and education. Mr. 
Bigelow received his bachelor’s de- 
gree at the University of Wyoming, 
a master’s degree in education at 
Bucknell University, and is working 
towards his doctorate at New York 
University. A veteran of World War 
Il, he formerly was on the faculty of 
Lewisburg, Pa., high school. 
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William N. Farlie is now merchan- 
dising manager of Esso’s Delaware, 
Maryland, District of Columbia divi- 
sion, Mr. Farlie was formerly in 
charge of sales promotion activities 
in the advertising department, New 
York. 

He joined Esso as an office boy in 
the New Jersey division and by 1938 
had entered the company’s sales or- 
ganization. He has worked with lube 
and aviation sales accounts and since 
1947 has handled the company’s out- 
door advertising program. 


* * * 


Two new members of the Florida 
Petroleum Marketers Assn., are 
Charles T. Vollers, Sr., of the E. G. 
Golder Co., Jacksonville, and R. C. 
Pattillo, Shell Oil distributor, New 
Smyrna Beach. The association has 
moved its headquarters to 1113 Tiber 
Avenue, Jacksonville 7. 

* * * 


C. F. McCullough, president Mc- 
Cullough Oil Co., Greenville, S. C., 
has taken over the distribution of 
Richfield Oil (New York) products. 
He has just finished repainting 15 
service stations and has purchased a 
new tractor and trailer tank trans- 
port. 

Mr. McCullough is a director of the 
Chamber of Commerce, a former 
alderman, and served ten years as 
mayor of Greenville. 


Thomas E. Stockdale will be man- 
ager of the new refinery Indiana 
Standard will build at Mandan, N. D. 

Dr. Ford H. Blunck will succeed 
Mr. Stockdale as general superintend- 
ent of the company’s Wood River, Ill 
refinery. 

* * * 


The Detroit Oil Men’s Club, of 
which Robert Trepeck is secretary, 
has moved into new headquarters at 
the Detroit Leland Hotel, rooms 757- 
759. 


o - - 


Haroki E. Baker has been appointed 
general operating manager for Ruan 
Transport Corp., Des Moines, Ia., 
Union Service Co., Woed River, IIlL., 
and Petroleum Carriers Co., New 
Brighton, Minn. ° 

Mr. Baker has spent two years with 
the Ruan organization, which owns 
12 petroleum transport terminals in 
Iowa and adjoining states. 


* a * 


W. F. Homeyer, president of W. F. 
Homeyer, Inc., Gainesville, Pa., has 
started construction on a service sta- 
tion at Jefferson, Ga., the first of 
three stations he plans to build this 
year. 

During the past two years, Mr. 
Homeyer built six new stations and 
remodeled two others. 
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COMING MEETINGS 


OCTOBER 


National Assn, of Oil Equi sec- 
ond annual meeting, The ‘Neil House, Colum- 
bus, Ohio, Uct. 6-8. 

indiana Independent Petroleum Assn., Severin 
Hotel, Indianapolis, Ind., Oct. 8-9. 

California Natural Gasoline Asen., Ambassador 
Hotel, Los Angeles, Oct. 9-10. 

American Society for Testing Materials, Group 
gg on engine antifreeze, New York, Oct. 


4 IJahh 





American Petroleum Credit Assn., La Salle 
Hotel, Chicago, Oct. 12-15, 
. 12-18, 

bers Assn., fall meet- 

old Point Comfort, 


regional 
technical and industrial relations meeting, 
Garrett Hotel, E) Dorado, Ark., Oct. 16-17. 

Virginia Oil Men’s Asen., fall meeting, Cham- 
berlin Hotel, Old Point Comfort, Va., 
Oct. 17. 

south Dakota Independent Oi] Men’s Assn., 
Alex Johnson Hotel, Rapid City, 8. D., 
Oct, 20-21. 

Packaging Institute, annual forum, (includes 
Petroleum Packaging Committee seminar Oct. 
20) Hotel Commodore, New York, Oct. 20-22. 

National Safety Council, 40th National Safety 
Congress and Exposition, Conrad Hilton Ho- 
tel, Chicago, Oct. 20-24. 

Society of A ti Engi ational 
transportation meeting, Hotel William —T 
Pittsburgh, Oct. - 

Assn. of American Battery Mfrs., Palmer 
House, Chicago, Oct. 23-25. 

independent Petroleum Assn, of America, an- 
nual meeting, Skirvin Hotel, Oklahoma City, 
Okla., Oct. 23-24. 

Pennsyivania Petroleum Assn., 7th annual 
meeting, Pocono Manor Inn, Pocono Manor, 

, Oct. 26-28 
Lubricating Grease Institute, annua! 
Edgewater Beach Hotel, ‘Chicago, 





ependent Oll Marketers 
meeting, Hotel Lafayette, 
Rock, Ark., Oct. 29-30. 


Assn., 
Little 


NOVEMBER 


Society of Automotive Engineers, Diesel engine 
meeting, Chase Hotel St. Louis, Nov. 3-4. 
Nebraska Petroleum Marketers, Inc., Paxton 

Hotel, Omaha, Nebr., Nov. 4-5. 

Society of Automotive Engineers, national] fuels 
and lubricants meeting, Mayo Hotel, Tulsa, 
Nov. 6-7. 

National Oil Jobbers Council, annual meeting, 
Congress Hotel, Chicago, Nov. 8-10. 

OH Industry Information Committee, Conrad 
Hilton Hotel, Chicago, Nov. 8-13. 

American Petroleum Institute, annual meeting, 
Conrad Hilton Hotel and Palmer House, 
Chiesen Nov 10-128 

Oll Dealers’ Assn. of Arkansas, annual meet- 
ing, Marion Hotel, Little Rock, Ark., 
Nov. 17-18. 

Oll industry TBA Group, Chase-Park Plaza 
Hotels, St. Louis, Nov, 17-18. 


1953 
JANUARY 


Kentucky Petroleum Marketers Assn., 27th an- 
nual convention and trade show, Brown 
Hotel, Louisville, Ky., Jan. 7-8. 

North Carolina O11 Jobbers Assn,, annual meet- 
ing, Raleigh, N. C., Jan. 21. 

Northwest Petroleum Asen., Nicolett Hotel, 
Minneapolis, Minn., Jan, 22-23. 


FEBRUARY 


American Petroleum Institute, Lubrication 
Committee, Sheraton-Cadillac Hotel, Detroit, 
Feb. 16-18. 

towa Independent Olt Jobbers Assn., Savery 
Hotel, Des Moines, Iowa, Feb. 18-19 

Oil Industry TBA Group, West Coast Division, 
second annual meeting, Whitcomb Hotel, San 
Francisco, Feb. ‘ 

Wisconsin Petroleum Assn., annual convention, 
Schroeder Hotel, M!iwaukee, Wis., Feb. 25-26. 


MARCH 


Society for Testing Materials, spring 
meeting and committee week, Detroit, 


March 2-6. 
Petroleum Marketers Assn., annual con- 


vention and marketing exposition, Deshler- 
Wallick Hotel, Columbus, Ohio, March 17-19. 


APRIL 


Netional Tank Truck COarriers, Ine., Boca 
Raton Club, Boca Raton, Fia., April’ 16-19. 


OCTOBER 1, 1952 


Oil Marketer Retires After 50 Years; Son Takes Over 


After more 
than 50 years in 
the oil business 
in Cleveland and 
21 years as an oil 
distributor, A. T. 
Gosney is retir- 
ing and turning 
over the 
dency of 
City Oil Co. to 
his son, Tom, 
formerly sales 
manager. 

William J. 
Litschert, also a veteran of 50 years 
in the oil industry and co-founder of 
Lake City Oil, will continue as sec- 
retary-treasurer. 

Mr. Gosney and Mr. Litschert 
founded Lake City Oil in June, 1931. 
At that time Mr. Gosney had been 
with the jobber sales department of 
Great Western Oil for 26 years and 
Mr. Litschert had completed 29 years 
in this firm’s accounting department. 
Both began their careers with the old 


A. T. Gosney 


Tom Gosney Mr. Litschert 


Cleveland Refining Co., which was 
later bought out by Republic Oil. 

Tom Gosney has been actively as- 
sociated with Lake City since Janu- 
ary, 1951. He was formerly with the 
Cleveland Builders Supply Co. Dur- 
ing World War II, he spent two and 
a half years in the Army and 21 
months in France. 

Lake City distributes Kendall prod- 
ucts and maintains offices at 206 
Seventy-First Euclid Bldg. 





Charles A. Hutula, a distributor in 
Covington, Mich., has remodeled four 
of his service stations, added a new 
bulk plant and has ordered a new 
tank transport. 

Mr. Hutula’s company sponsors a 
home for the aged which accommo- 
dates 34 people. 


* * * 


Max Winkler has joined Seneca Lub- 
ricants, Inc. in Buffalo. 

Mr. Winkler has been in the oil and 
lubrication business for over 28 years. 
For the past eight years he has been 
in business for himself and prior to 
that was with Pennzoil Co., and later 
Niagara Lubricants. Co. 


* > * 


Matt W. Boz of Shell Oil, New 
York, and William H. Brush, Atlantic 
Refining, Philadelphia, will lead dis- 
cussion groups at the Office Man- 
agement Conference, Hotel New 
Yorker, Oct. 16. The conference is 
sponsored by the American Manage- 
ment Assn. 


oa > * 


Allan Shivers, governor of Texas, 
is the subject of Time magazine's 
cover story, September 29 issue. 


A. B. Ohlenbusch, Ohlenbusch Oil 
Co., Lubbock, Texas, spent a busy 
summer repainting all his transports 
and delivery equipment, and remodel- 
ing and replacing all equipment in 
two service stations. 
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WYOMING SNOW is brought to Texas 
aboard a chartered plane by members of 
the Casper Wyo. Desk and Derrick Club. 
Left to right, Mrs. Howard Karstetter, 
Ruth Nichols, Daisy Bellman, Mary Olds, 
Bernice Hooley, Dorothy Morris, Betty 
Daly, Betty Todd, Sarah Minnihan and 
Gertrude Zwickey 


1953 OFFICERS of the National Assn. 
of Desk and Derrick Clubs of North 
America, are left to right, Mrs. Lamont 
Tofte, Wichita Falls, Tex., treasurer; Miss 
Anne Curren, Tulsa, 2nd vice president; 
and Miss Margaret Neff, Jackson, Miss., 
president. Standing is Mrs. Frances Craw- 
ford, Vicksburg, Miss., secretary 


Oil Industry Women 
Meet in Houston 


OIL MARKETERS from Louisville, Ky., are shown boarding their 

plane for the national oil women’s convention in Houston. Left to 

right, Flo Lally, Gulf Refining; Lois Magruder, Ben F. Offutt and 

Co.; Murrel Straley, Standard Oil (Kentucky); Bonnie Bond, 

Louisville Refining, Dorothy Edsall, Aetna Oil; Barbara Hite and 

Hazel Thomas, Standard Oil (Kentucky); and Alma Davis, Liquid 
Transporters Inc. 


COAST TO COAST—Desk and Derrick Club officers shown here 

are left to right, Miss Frances Rodenfils, Petrolite Corp., president, 

Long Beach California club; Miss Eleanor Crockett, Royalite Oil 

Co., Calgary, Alta., Canada, 1953 regional director; Mrs. Marie 

Alexander, Shell Oil, president, New Orleans Club; Miss Gene Eby, 

president, Edmonton, Alta., Canada club; and Miss Carol Eberhart, 
The Texas Co., president of New York City club 
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The Planetary Gears in 
Eaton Zcheedc 


mi, save money 


for 





With Eaton's exclusive planetary design, gear speeds 
are slower; gear loads are distributed over several 
gear teeth, holding down stresses and wear. Planetary 
pinions turn only in the low speed range. In the high 
speed range they are locked out. The axle then oper- 
ates as a conventional single-reduction unit. Eaton 
2-Speeds are quiet in operation, easy to shift, and run 
long, trouble-free mileages. Genuine dollars-and-cents 
savings for truckers are assured by actual performance 


records representing billions of miles of operation. 


Your truck dealer will be glad to explain how Eaton 
2-Speeds will enable your trucks to haul more, faster, 


and longer, at lower cost. 


Axle Division 
EATON MANUFACTURING COMPANY 
CLEVELAND, OHIO 


Today, America’s roads are crowded with twice the traffic they were designed to 
carry. Help end the national traffic jam by speaking up for more and better roads. 











WHAT IS YOUR STORY? 


HOW DO YOUR PERFORMANCE RECORDS STACK UP? 





INIT COST 
TRUCK COST : : ee 


| | Per Per 
Oper. ‘ Mile Gallon 
Cost j 

















The testing that STANDARD STEEL TRANS- 
PORTS are subjected to at the plant means 








better operation — lower maintenance cost 


—and will pay dividends to you year after 


STANDARD STEEL TRANSPORTS are engineered, manu- 
factured and tested to stand up against rough use — and 
that’s the basic requirement of every operator. The first 
cost may be the lowest in the long run — where you have 


year, resulting in lower cost on your Per- 


formance Record Sheets. 


transports that show fewer days lost in repair or check- 
ups. Minute and critical tests are made on STANDARD 
STEEL TRANSPORTS in every step of their manufacture. 


Three Fundamental Tests are made on all STANDARD STEEL 
TRANSPORTS during their manufacture: 

(1) At left shows the initial Soap-Bubble or Air Tests in 
which weak spots are detected and any imperfection is 
corrected before further construction proceeds. 

(2) Above shows the Hydrostatic Test in which the tank is 
filled with distillate and air pressure is applied to detect 
any pin-point flaws. 

(3) Road Tests —the final utility test where the important 
functional features such as brakes, lights, tram. trailing ability 
are given final clearance. These tests are vitally important 
to the life and dependability of STANDARD STEEL TRANS- 
PORTS in hard daily usage. These are just a few of many 
reasons why it pays to GO STANDARD. 


Standard Steel Works 


NORTH KANSAS CITY, MO. 





